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Dramatizations 


Udson 4060 


NEW YORK, 19 


Sound and the Story” 


Visualizations 


HOllywood 3 


HOLLYWOOD 


291 


28 


C AMivollcr Nfinner bee 


SILVER REEL AWARD 


fiL™ COUNCIL OF AMERICA 


For technical skill and artistic excellence The Sound and the 
Story, which entertains as it informs, is selected as outstanding 
among sponsored motion pictures 
RCA Victor chose The Jam Handy Organization to picture 
this drama of technology wedded to art from the actual 
performance of Tchaikovsky's immortal Romeo and Juliet to the 
delivery of the record to you 
When high fidelity, professional competence, and the willingness 


to accomplish the untried are want d, call 


Jee YAM HANDY (:gerzeion 


Presentations Motion Pictures Slidetilms Training Assistance 


TRinity 5 2450 ZEnith 0143 ENterprise 6289 STate 26757 
DETROIT, 11 PITTSBURGH DAYTON CHICAGO, 1 


The Free Press 


is the 


FASTEST GROWING 


Detroit daily newspaper 
with the 


MOST CIRCULATION 


in its 126-year history— 


461,167 DAILY 


up 15,432 from a year ago 


907,128 SUNDAY 


up 7,007 


Representatives 
National: Story, Brooks and Finley 
Retail: Kent Hanson, New York 
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: HIGHLIGHTS 
TAS 


i y AMC RAMBLING INTO BLACK? 


IDEA NO. 114 It’s been a long time (1954) since American Motors Corp. 
“On the Ball’ for TASTYKAKE stockholders have seen a dividend check. While others have been 
“Striking” up interest in Phila holding mock burials for AMC, the company’s top man, George 
delphia's baseball team, TASTY > : 
BAKING CO. carries this huge 17° Romney, has been trying to turn red ink into red blood. He may 
ball on their truce ke during summer be succeeding: Rambler sales seem headed toward an annual 
month Ad Mgr. J. L. KNIGHT ol ‘ 100.000 1 the ater De lite les 
‘pitched’ for KLEEN-STIK volume of ; Cars and the two-seater \iletropolitan (secon 
PLEX-STIK “WB” —the rubber-im behind Volkswagen in imported car sales) may be bought by 
pregnated outdoor adhesive stock 0) OOO ~ 
because it holds tight in spite of a year, 
rain, heat, oil and abrasion yet 


removes cleanly even after months 


of exposure. Brilliant red print job HIT THE BOARDS TO SELL DR. PEPPER 


MeCANDLISH LITHO of 
handled by salesman JOFK live executives from the home office of Dr. Pepper Co. became 
DAVE EY Yt y qth AAS actors this spring and used the art of theatre to sell more soft 
it's been running for three seasons! drinks. At 31 regional meetings for independent franchised 
bottlers, these executives put on a five hour, laugh packed dra 


matic skit in sales training. Salesmen say they ‘‘Wouldn’t have 


P.O. P. ideas missed it for the World!” The result: a steady climb in May 


a id t C Si les. 
Featuring the World's Most nd June sa 
Versatile Self-Sticking Adhesive! 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


WATCH YOUR EXPENSE ACCOUNT! 


Some of those fancier items which turn up on income tax reports 
as business expenses are due for a closer check by Uncle Sam's 
tax sleuths. Both companies and individual executives are being 
warned that if the expenses can’t be proven justified, watch out! 


WILL YOUR NEW SALESMEN LAST? 


If you're having trouble finding salesmen who stay, it’s probably 
time to give your hiring A-B-C’s a thorough study. In many 


IDEA NO. 115 


CARNATION Customer-Catcher cases, mushrooming sales call for a quick sales force expansion. 


But no matter how fast you need new men, certain basic prin 
ciples of selection should always be observed. Here, two top 


Clever's the word for this unique 3-D 
slad seller by CARNATION 
COMPANY, Los Angeles. Built 
around a “pop-out” package replica flight management consultants review these prin iples. 
of the company's Cottage Cheese, 
it was whipped up by Carnation’s 
Ady Dept and SCHMIDT 
LITHOGRAPH CO. of San 
Franciseo, Tasty illustration of 
fruits and vegetables sets off the 
headline Salad Tonight!"’, while 
ingenious die-cutting locks together 
instantly to give depth. And self 
sticking, peel-an’- press KLEEN 
{TILK Strips make it easy to as 
ermbl rte ittach to supermarket 
valls, cash register, or other promi 


DOWN TO THE SEA IN... WHAT? 


‘Today’s trafic problems extend beyond the nation’s highways 
and onto its waterways with the growth of pleasure boating as a 
recreational activity. And as a sales market. A three way battle 
to capture the market is shaping up with aluminum and plastics 
pitted against dominant wood, Kaiser bets on aluminum. 


See your regular printer, lith- 
ourapher, or silk sereen 
printer for more business- 
building KALEEN-STIRK ideas 

or write on your letterhead 
for our free “Ildea-of-the- 
Month 


Audit Associated National = Magazine 


@: — q Business Np P Business MPA Publishers 


Circulations Publications Publications Association 
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ARE CLUB PLANS ON YOUR PROSPECTS LIST? 


Modern Club Plans—a cross between a department store and 
a catalog house have become a good size market which you 
may not be reaching. But how about your competition? Here's 
the story of a market which accounts for over $100 million in 
sales a year in the North Atlantic and New England States 
alone. 


WHAT REVISED SIC MEANS TO YOU 


Ihe new Standard Industrial Classification Manual goes into 
effect Jan. 1. SIC provides marketing executives with a tool to 
estimate potentials, make forecasts, gage share-of-market, and 
to control businesses by geography, industry, product, 80 


CONTENTS 


| 

: | 

Dealer Relations , | | 
| 

| 


Grading up the Dealer: Honeywell's Practical Training Plan 


General Management 


Can All of American Motors Ride to Profit On Rambler's Rise? 


In the independent Northeastern 


Manpower Problems Wisconsin Market goods and 


a , , Ma BC 
Losing too many Salesmen? Time for a Review of Your Hiring A-B-C’'s! subitiian onsite ep 200,006 table 


Markets through a single medium reaching 
Have Your Competitors Discovered Potential of Club Plans as Outlets? over 39,000 homes every day! 


Full color avaliable 
Market Analysis 


What Revised SIC Means to You ) a 4 “_ nil on | 
i PRESS-GAZETTE | 
arket Development GREEN BAY, WISCONSIN 


Pleasure Boats Materials Battle: Aluminum & Plastics vs. Wood 


Phil A. McClosky, Manager, General Advertising 
Merchandising 


Brisk Sales Gains Follow When Koret Dealers Adopt "MSU" 


Sales Campaigns ; _ AT kK 
Tennessee Designs a Plan: How to Attract More Industry To Your Town Ny y 4B 4 


Salesmen's Compensation 
Salesmen’'s Earnings up 4.3°/, 


Sales Contests 25,000 PROSPECTS 


My Six Rules For Planning Successful Contests for Less than 


Salesmanship n* per Name sethonalined 4 t| 


This Mystery Shopper Spurs Dealer Self-Training 
CHICAGO AND ILLINOIS 
Sales Promotion MANUFACTURERS 


The Salesman and the Promoter located and Classified 
Accurately for You 
Sales Training ‘ , 
’ 8 ° . o other irectories 
Bottlers’ Men Lap up Training in One Big All-Day Show he te te te 
sales managers, sales 
men and for direct 
Coro's Showroom: A "Precision Instrument” for Selling mail. The Sectionalized Market Selector 
locates prospects geographically by 
Taxes and Expense Accounts counties in Illinois then lists. classifies 
cro sference e Give vi ‘ 
Revenue Cops to Smoke out Expense Account Abuses and cross-references them. Gives vitel d 


tails of every company, such as number 


Showroom Design 


of employees, officers, department heads 
and products by SIC members. Tells every 
DEPARTMENTS AND SERVICES rg mage es Rage penile lt prs 
information . verified Your money 
; : - " couldn't buy a better investment for sales 
Advertisers’ Index 9 Marketing Pictograph and profits. Mail coupon for brochure 
Corporate Close-up 12 Sales Gains & Losses 
Editorials Scratch Pad Send facts on Sectionalized Market Selectors to 
* +4 ‘ N 
Executive Shifts Significant Trends address 
Industrial Chart They're in the News City and State 
Letters Worth Writing For 
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Chicago 4, Iilinois 
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doesnt measure 


EXECUTIVE OFFICES, 386 Fourth Avenue 
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EDITORIAL 
EDITOR and PUBLISHER 
Philip Salisbury 
EXECUTIVE EDITOR 
A. R. Hahn 


MANAGING EDITOR 
ness reports that this under 10,000 mark Actually weeklies deliver 19,296,322 John H. Caldwell 


More than 82,500,000 or 50.5% of U.S This is more dollar sales potential than 
onsumers live in areas under 10,000 all markets over 500,000 produce. And 
population and only a small percentage it can’t be sold by “token coverage” from 
of those are residents of “suburbia bigger cities. It takes more than 20,- 
exurbia”, etc. The 1954 Census of Busi 000,000 unduplicated coverage to do it. 


t supports 49,410 or 39.88% of Drink homes or more than 10 times the 1,839,- SENIOR EDITOR 
ing Establishments doing $1,435,351,000 000 circulation of the 433 dailies Lawrence M. Hughes 


of all sales from bars and published in markets under 10,000 pop- ASSOC. MANAGING EDITOR 
taverns. Further——it also reports support ulation Robert C. Nicholson 


of 11,303 Liquor Stores or 37.13% Senior Associate Editors, Alice B. Ecke 
and Harry Woodward 

Associate Editor, Grant Jeffery 

Assistant Editor, George Hoover 

Midwest Editor, David J. Atchison 

Copy Editor, Harriette Moskowitz 

Art Director, Rich Life 


WEEKLY NEWSPAPER REPRESENTATIVES Ine. yy pa 
Asst. Director of Research, Alfred Hong 
Consulting Economist, Peter B. B. Andrews 


Call a W.N.R. man for our new distilled 
ill such outlets doing $866,649,000 or spirits sales plan, plus information about 


79606 


of all liquor store sales | order, | bill, 1 check service plan 


404 Fifth Avenue, New York 18, N. Y. Phone: Bryant 9-7300 


Serving the Advertisers and agencies in behalf of America’s Weekly Newspapers 
Branch Offices: Atlanta * Chicago * Detroit * Los Angeles PRODUCTION MANAGER 
Samuel Schwartz 


Asst. Production Managers, 
Jacqueline Arkin and Gertrude Fish 


Buffalo’s FASTEST growing papers READERS’ SERVICE BUREAU 


H, M. Howard 


. a Editorial Assistants, Ingrid Notar and 
MUST BE the most effective hice Rit 


It takes reader interest and readership to make SUBSCRIPTIONS 
your newspaper advertising effective. What better DIRECTOR 
gauge of those factors can you ask than circulation R. E. Smallwood 
growth? In Buffalo, the Morning Courier- Express Assistant Director, Edward S. Hoffman 
and Sunday Courier-Express are the two fastest Subscription Manager, C. V. Kohl 
growing newspapers. Both are growing faster than U. S, and Canada: $10 a year 
the population. Foreign: $15 

FOR ECONOMY...for greater spender impact 
and more advertising for your dollar concentrated on 
those with more dollars to spend...use the Morning For Offices and Personnel 
Courier-Express. It reaches the top 459% of ABC See Advertisers’ Index 
Buffalo families... nearly 1/4 of all those through (two pages preceding back cover) 
Western New York’s 8 counties. 

FOR SATURATION use the Sunday Courier- OFFICERS 
Express ... the state’s largest newspaper outside of President, John W. Hartman 
Manhattan. It's your most potent sales force in Treasurer, Ralph L. Wilson 
blanketing Western New York’s 491,300 families. Vice-President, Sales, Randy Brown, Jr. 


Senior Vice-Presidents, C. E, Lovejoy, Jr., 
ROP COLOR available both daily and Sunday. W. E. Dunsby, R. E. Smallwood and Wm. 


ADVERTISING SALES 


Member. Metro Sunday Comics and Sunday Mogazine Networks McClenaghan 


Bill Brothers Publications in MARKETING 
{in addition to Sales Management): Sales 


BUFFALO COURIER-EXPRESS By | es 


ber World, Plastics Technol- 
Representatives: SCOLARO, MEEKER & SCOTT et. | ogy. MERCHANDISING: Fast 
Pacific Coast: DOYLE & HAWLEY Food, Floor Covering Profits, 


Grocer-Graphic, Tires, and Yenkée Grocer. 
Copyright, Sales Management, Inc., 1957 
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4 
14 masor cLosep-circuit 
TELECASTS SO FAR THIS 
YEAR...AND WE’VE ONLY 
BEGUN TO WARM UP! 

/ 


The GPL 611A 
large screen closed circuit 
television projector is the 
newest, brightest and finest 
portable unit available. 


TelePrompTer offers the only 
complete service in depth 
in the closed-circuit 
field today 


i 


c beees 


LOS ANGELES - CHICAGO . WASHINGTON. DETROIT + - MIAN 
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In Philadelphia, buying begins at home 


The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


hor automobiles and ace essories, and also gas and 
oil, the people of 14-county Greater Philadelphia mar- 
ket spend $1,252,573,000 a year. You reach them in 
the home where most of the decisions to buy are made 
when you use the advertising columns of Philadelphia’s 
home newspaper—The Evening and Sunday Bulletin. 
(nd this newspaper provides R.O.P. spot and full 
COLOR 


seven days au eek F 


The Bulletin exerts a powerful influence on the 
buying habits of its readers. Philadelphians like The 
Bulletin. They buy it, read it, trust it and respond to 
the advertising in it. The Bulletin is Philadelphia’s 
home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets « New York, 


342 Madison Avenue ¢ Chicago, 520 N. Michigan Avenue 


Representatives: Sawyer Ferguson Walker Company in Detroit « 
Los Angeles * Seattle 


Atlanta 


San Francisco ¢ 


In Philadelphia nearly every body reads The Bulletin 


4 
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LET’S EXAMINE 
EDITORIALS tyHomas REGISTER 


Either Praise or Damn 
“Praise, honestly given,” says J. S. Schiff, chairman, department of CIRCULATIO 


marketing, Pace College, “is generally better than reproof in a train- 
ing situation. A pat on the back is better than a boot in the pants in 


sotar as learning is concerned.” 22,913-"" Gren ABC 1956 
Wt 


— oa ' 9 
But, Schiff declares, ‘““The worst thing that can be done in a training 8,21 aple 286 oF aalininn 


situatic is te >| » aise nor ticize. The i “e st be te 1956 Edition but who pur- 

ituation is to neither praise nor critici Ihe trainee must be told ee ene see Oe 

how he is doing. year old Edition of T.R 
habitually, nevertheless 
Total 1955 ABC 22,728 


Soldiers who served in Europe under the late General Patton in 


. pallet . a. PAID ABC 1954 Edition 
his famous Third Army in World War II know how quick he was 3,264 75)" inc whe did 


not 

— » , ’ . — eae S —_ . purchase 1955 or 1956 Edi- 

to praise—or to damn. Patton's men never were in doubt where they ty on fe ap ed 
stood with the boss. ‘True, a few resented his hell-for-leather attitude 1954 ond vovelly purchese 
* . * er . every thir ear Lh} 

but in time practically every Third Army soldier has come to respect group wees TR. hablwelly 


it, and, as the war years have dimmed, to brag that he served in the and tell us they de 


t Total 1954 ABC 22,025 
finest outfit ever put together. 
34,391 
How often have you taken the initiative and the time to tell one 


Copies repurchased from 
° - 
of your associates in management or one of your salesmen that he has 1,061 yearly subscribers when 


- Edition is year old and 
done a good job, and exactly why in your view he has done a good resold ot $13.50 to com- 


: > ca - P 4 . P > noite . ‘ panies whe do a smaller 
job? That is just as important as being specific in explaining why a + ey AK OF 


man has not done a good job. But we believe you will agree with 


Jack Schiff that the worst sin of leadership is to neither praise nor 35,452- PAID COPIES 


damn 


This is the circulation we mention 
from time to time in print and 

" . ae ee otherwise. We believe it is a fair 
General Foods: ''Actively Unsatisfied Saal. a inaeiiied tia 
duplicated, accurate and consti 
tutes a valuable unmatched 
“Buyership” contact with the ma 
jor part of the total Industrial 
Purchasing Power of the United 
States. 


The best description for progress that we have heard in a long 
while was given by Charles F. Mortimer, president, General Foods 
recently at a stockholders’ meeting. It is his philosophy of management 
he said to be “actively unsatisfied with every GF product in the firm 
belief that a better product can be developed, and equally unsatisfied 


with our methods, processes, and practices, in the stubborn conviction 


that there is a better way to do practically everything we are doing When 


we try to buy back year old 
if we are smart enough to work it out. copies a vast number of our subscribers 
write to us stating that they use the 
older copies in other plant departments 
or divisions. The quantity thus used can 
not be accurately determined but a very 
conservative figure we believe would be 


20,000 


A Very Popular Man ..thus our conservative claim of 
over 50,000 copies in daily use 
\ measure of the importance of a job function is the number ot 
publications designed to serve that function. If there ever was any by American Industry! 


doubt that purchasing in a modern, well managed company 
creasing in importance it can be laid to rest by the news that t 
national publications shortly will be servicing this job function. 
Purchasing magazine, for many years a monthly packed with edi 
torial and advertising, will be issued every other week, commencing 
in January, and will be joined in competition by McGraw-Hill’s 
just announced Purchasing Week. The Rogers’ publication, Pur 
chasing News, has demonstrated its capacity for growth in this big 
and important market, and this magazine, heretofore a monthly, will 


be issued every other week. 461 EIGHTH AVE.* NEW YORK 1,N. Y 
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LOVIN’ and LOYAL 


NCS No. 2 CIRCULATION 
DAYTIME HOMES NIGHTTIME HOMES 


WEEKLY DAILY WEEKLY DAILY 


181,490 121,620 211,500 166,460 
175,650 123,430 204,260 163,920 
176,340 104,930 218,690 148,320 


We always knew that Central lowa loves WHO-TYV. eee. 


and we're real happy that the new Nielsen NCS No, 2 


shows how large and loyal that audience is. 


NCS No, 2 proves again that Central lowa families 
have the “WHO habit’. . . with more homes tuning in 
WHO.-TYV every day than any other television 


station in the region! 


You who have known the WHO Radio operation, over 
the years, will understand the Central lowa audience 
preference for WHO-TYV. Dec ades of highest integrity, 
public service, confidence and believability all add 


up to a QUALITY audience and QUALITY RESULTS. 


WHO.TV is parce of 
Central Broadcasting Company 
which also owns and operates 
WHO Radio, Des Moines 
WOC-TV, Davenport 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager anicic 
Peters, Griffin, Woodward, Inc. 

National Representatives Affiliate 
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The enlargement of the service offered by these three national 
publications, together with The Midwest Purchasing Agent, is a 
natural development in the expansion and diversification of the pur- 
chasing field. 


Company growth has meant that the authority to buy larger 
amounts is now being given to purchasing executives at non-head 
quarters locations. This also means that the salesman, instead of 
making a single call at a single headquarters, may now have to call 
at several locations in order to get his share of the total purchases. 
Because it is increasingly difficult for sales executives to hire sufficient 
salesmen and to route them to all possible prospects, sales chiefs 
inevitably will turn to advertising to help them make the necessary 
contacts with their prospects and customers. 


Nostalgic Smoke Rings 


If you are over 40, you probably will recall that famous Marlboro 
ad in the April 1, 1927 issue of Vanity Fair. You will recall the 
shock that Miss Betty Honeyman, the Marlboro model, sent through 
female America. This fashionably dressed, light-haired girl, with 
typical 20’s hair-do, clothing, and accessories, was shown reclining 
on a lounge, dangling a large plume of dark feathers from her left 
hand while holding a cigarette in her right hand. The copy declared: 
““Women—when they smoke at all—quickly develop discerning taste. 
That’s why Marlboros now ride in so many limousines, attend so 
many bridge parties, repose in so many handbags.” 


This was a shocker ad. It probably was the first cigarette adver 
tisement that invited women to smoke. (Yes, Virginia, it was taboo 
for women to smoke!) 


How times have changed! Now, 20 years later, Marlboro is taking 
full page ads featuring he-man models decorated with seafaring 
tatoos to appeal to men. 


65 And Still Hard At Work! 


Our corporate life is geared to turning out to pasture salaried 
employes, as well as executives, at age 65. 


“It certainly does not seem to make sense under the present condi 
tions,” contends J. B. Wiesel, who is a retired manager, “that 
industry is retiring its most experienced people at the age of 65 and 
at the same time, frantically advertising, at great expense, for expe 
rienced management and technical help.” 


So Wiesel took up this problem with eight retired executives and 
“ecided that they would go into business as management consultants. 


“Personal profit is not the sole motive in this development,”’ Wiesel 
says, “but rather the creation of a system which will utilize and 
stimulate retired men on a practical basis—men whose talents and 
experience might otherwise be dissipated. A reasonable fee is expected 
for each project, since the movement must justify itself financially.” 


We do not know Mr. Wiesel and his associates, but we respect 
their previous titles and companics. It is not often that we give a 
“commercial” to anyone. But we are intrigued by the idea these 
gentlemen have had the foresight to put into operation. Most of us 
expect to live another ten or 15 years beyond ags 65, and not all of 
us want to spend those years fishing or whittling. 
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on channel 


Did you know that Sales Mans 


rates Tulsa both a better quality and 


a better productive market tha 
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lest your personality 
Psychologist ay the ink blot (Rorschach) test below helps determine the nature of a personality. 


It gauges imagination, charm, persuasiveness and the like. But every businessman knows another 


i\y to appraise his sales personalities—in terms of his sales dollars. (Turn page sideways’) 


wo hundred creative personalities at the fourteen major-market stations represented by 


CBS Radio Spot Sales pass both tests with flying colors. As recording stars, former show people, 


there's even a circus barker among 


newspaper columnists, world travelers and farm manage) 
them)—they attract large and faithful audiences. When they talk— people listen. When they sell 


— people buy. Put their selling instincts to the test on your product. 


WCBS, New Y h WHRBM, Chicago - KNX, Los A Philadelphia WOCO, Mir 


CBS Radio Spot Sale 4 
\ t ASL, Salt Lake Ci KON, Por 


WRVA, Richn 


y england BHOS™ CBS RADIO SPOTSALES 


Boston - KMOX, St KCBS, San Francisco - WBT, Charlott 
twork «- Columl 


WMBRK, Jackso 


THE INQUIRING 
ADVERTISER: 


“Is It True What They 
Say About Memphis?" 


Answered by John Pepper and 


Bert Ferguson, owners of 


Radio Station WDIA, Memphis 


OUESTION: Is it possible that I can 
actually reach over 410% of the Memphis 
trading area as a unit through just 


one medium? 


Mr. Pepper: Yes, it’s true what 
they say about Memphis: that 
WDIA literally reaches the en 
tire Negro population in this 
trading area—which makes up 
over 40% of the Memphis 
market 


Mr. Ferguson: The only 5000 watt sta 
tion in the Memphis area, WDIA com 
bines power, coverage and following as 
no other medium can to dominate 
commercial contact with the 1,237,686 
Negroes within its radius. That's almost 
one-tenth of the Negro population of the 
United States , delivered to you as 
a unit! 


Mr. Pepper: This is the 

era of the _ diversified 

South with a sound, 

prospering economy based 

on commerce and indus 

try as well as agriculture 

More and more industry is moving to 
this region 


Mr. Ferguson: And the Negro has be- 
come a vital factor in the Memphis area's 
growth. He is elevating his standard of 
living, his income, his buying power. He 
has a far higher comparable income than 
Negroes in any other area in the country! 


Mr. Pepper: According to a 129-city sur- 
vey by one of the country’s 
largest corporations, Memphis 

a ranks first in ratio of total 
Negro to total white income. 


Mr. Ferguson The Negro’s 

Y marked and sustained advance 

in earning power manifests it 

self in his purchase of consumer 

goods, This Memphis market buys 63.8% 

of the flour sold in Memphis 43.5% 

of the canned meat 41% of the 
packaged soaps and detergents! 


Mr. Pepper: WDIA creates high-volume 
gales and profits for over 200 advertisers, 
far more than any other radio station in 
Memphis. Take it from such year-round 
year-after-year advertisers as Kellogg 
Corn Flakes, Gold Medal Flour, Camel 
Cigarettes and Bayer Aspirin—it's truc 
what they say about Memphis and 
WDIA! 

Mr. Ferguson: WDIA can act as a high 
powered sales force for you. Write us 

let us know what product you want to 
sell 


Mr. Pepper: We'll send you facts and fig 
ures showing how WDIA can deliver 
over 40% of the Memphis market to 
.ou as a unit! 


WDIA is represented nationally by 
John E. Pearson Company 
COMMERCIAL MANAGER, 

Harrop F. WALKER 


CORPORATE CLOSE-UP 


They Sell the Products 
Not the Company 


This week the original Chef Boy-Ar-Dee, summering in Italy, will 
receive his monthly dividend from American Home Products Corp. 
AHP’s 12 1957 dividends may total $5.40 a share. Hector Boiardi, 
as he spells it, was paid 40,000 AHP shares when he joined the list 
of some 85 manufacturers snapped up by AHP during its 31 years. 


The 6,000 lines and sizes produced in AHP’s 24 U. S. plants in 
clude these brands among many that are household words: Anacin, 
Ayerst, BiSoDol, Equanil, Aerowax, Old English, Aero Shave, Koly- 
nos, Flyded, Black Flag, Sani-Flush, Neet, Freezone, and 3-in-One. 


‘We have a different major competitor on each brand,” notes Alvin 
George Brush, 60, chairman since 1934, formerly president of the 
firm that makes Dr. Lyons tooth powder. With Brush on AHP’s 
three-man top policy committee are: one-time Cincinnati adman 
Walter Frank Silbersack, 55, president and general manager since 
1945; and former U. S. Internal Revenue auditor Herbert Edward 
Carnes, 60, executive vice-president. 


Hardly a day goes by in which the management trio is not offered 
the opportunity to buy another company. Often they are interested 
since more than half their 1956 net was produced by products acquired 
or developed in the past 10 years. But AH P’s growth has been safe- 
guarded by two purchase restrictions: An acquisition must fill a need. 
(This requirement once screened out a tempting ball club.) So far as 
possible, each purchase must be for cash or company-held stock, avoid- 
ing a new issue that would dilute existing shareholders’ equity. 


When AHP has been the seller, in divesting itself of such opera- 
tions as Clapp’s baby foods and Duff’s cake mixes, the transactions 
have displayed the same canny qualities. Sale of Harmon Color 
Works to B. F. Goodrich brought AHP cash and BFG shares that 
have been split to a total of 165,000, each paying some $2.20 a year. 


The sky over AHP’s midtown Manhattan headquarters is not al 
ways cloud-free. Recently the Federal Trade Commission spent six 
months monitoring the Whitehall Pharmacy Division’s “TV com- 
mercials. Its verdict: Heet and Infra-Rub are not as “adequate, 
effective and reliable” treatments as the ads claim. Referring to the 
animated cartoon that illustrated Heet’s penetration, Brush com- 
ments “Our arrows went too deep, that’s all.’ A hearing is pending. 


One policy on which there is rarely any murmur of complaint is 
\HP’s monthly disbursement of dividends. High-speed, automatic 
equipment handles the operation and cost is calculated to be only 1/5 
cent per share higher than quarterly payments would run. The 12 
mailings yearly are valued by management as a means of publicizing 
products at a time when shareholders are most appreciative and re- 
ceptive. Institutional investors are impressed by the uninterrupted 
regularity of payment and private holders find monthly payments 
coincide with budget needs. 


In the first half of 1957, AHP’s net sales of 172.9 million ex 
ceeded last year’s comparable figure by approximately $24 million. 
\t this rate, AHP’s return on invested capital should exceed last 
year's 32% and safely hold its lead over such better-known profit 
makers as General Motors, with a 20% return; General Electric, 
180%, and Dow Chemical, 16%. 


Incongruously, AHP avoids corporate publicity like a plague. 
Says Silbersack: “If you have something working well, why slap 


vour own back? If otherwise, why make a fool of yourself?” 


SALES MANAGEMENT 


Now You Can 


Buy the Best 
of the Vest 


Newsweek's New Western 


Advertising Unit gives you 
the power and prestige of national 
magazine advertising . . . top-drawer 
circulation . . . yet lets you buy.and 
pay for only the Western segment. 


A prize package! 200,000 circula- 
tion situated in 11 Western states, 
plus British Columbia, Alaska and 
Hawaii . 

A great concentration of executive, 
high-income, communicative* people. 
This is the audience so highly valued 
by advertisers that NEWSWEEK was 
the only general weekly magazine to 
show important advertising page 


Here, in brief, are the essential facts of gains during the first 6 months of 1957. 
NEWSWEEK’'s Western Area Advertising Unit 


CIRCULATION**:; 


Rates based on 200,000 net paid in 
11 Western states plus Alaska, Hawaii 
and British Columbia. 


RATES: 


$1,400 per B&W page 
$1,770 per 2-color page 
Frequency discounts available. 


MECHANICAL: 


Page units only. Available in B&W 

or 2-color. Copy closing —three 

weeks preceding date of issue. 

The Unit will have the same ‘ WK communicative: 


mechanical requirements as the \ Py people with the dynamic 
capacity for influencing 


regular NEWSWEEK edition. N . the opinions, ections, pur- 
> hey chases of others in r 
** Rates based on 216,000, effective with the te Ne 5 business, home, social and 


January 6, 1958 issue, will be $1,500 per B&W eres Z 
page, plus $400 for 2nd color. oe) community affiliations. 


Newsweek... 
the magazine for com-mu’ ni -ca’tive people 
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It’s only natural that when they need help or advice the 
readers of The Philadelphia Inquirer write to the news- 
paper they consider their very own. That’s why such 
features as are shown on this page—as well as many 
others in The Inquirer—receive so many questions. And 
that’s why readers have confidence in the answers. 
The Inquirer has always been a loyal citizen of the 
community it serves. And so it has won the loyalty 
and confidence of readers far beyond any other news- 
paper in its area. 
As a result, The Inquirer enjoys amazing response for 
People come to editorial features ...and for its advertisers. That’s why 
The Inquirer because more advertisers place more linage in The Inquirer than 
The Inquirer goes to in any other Philadelphia newspaper! 


aU 
“se . + ° 
ow The Philadelphia Prguirer 
oN a = moe a. Vow in its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives: West Coast Representatives: 


their Hearts! 


; ' 
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NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


EXTRA TRADING STAMPS FOR SMOKERS! 
Regent cigarette sales are spiraling cloud-high these 
days. The reason: trading stamps! 


Regent's makers, Riggio Tobacco Corp., recently 
took a look at the marketing scene and noted a 
rather obvious phenomenon. Trading stamps were 
almost hypnotically altering the buying habits of a 
great many shoppers. Housewives would go out of 
their way to patronize a store giving stamps. Why, 
questioned the Regent sales people, couldn't a 
manufacturer — specifically, a cigarette manufac- 
turer—capitalize on this most provocative of cur- 
rent merchandising methods, just as the retailers 
do? Surely, they reasoned, in this day of mass 
cigarette brand changing (from regulars to king 
size to filters to flip boxes, etc.) the lure of extra 
trading stamps might convert some thrifty smokers 
to Regents. 


A short time ago, Regent took the step. It placed 
three trading stamps beneath the cellophane of 
every pack; thus, 30 stamps in every carton. It 
advertised this new, exclusive premium. It promoted 
and merchandised the idea with dealers, stores and 
chains. And Regent sales were soon breaking 
records. 


The price of the cigarettes was kept the same, both 
at wholesale and retail levels. Regent pays for the 
stamps out of its regular promotion budget. 


“There are,” said a spokesman for the cigarette 
company, “many problems.” Regent must deal with 
a variety of stamp companies, so that the more 
popular stamps are given in particular areas. Also, 
in the case of chain stores, their own stamps must 
be used. And, of course, a special problem comes 
up in the case of chains, such as A & P, which don’t 
use or are opposed to stamps. Consequently, not all 
stores or all areas now sell Regents with the stamps 
enclosed, but that is the ultimate objective of the 
company. 
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One Riggio executive summed up the status of 
Regent’s stamp program by indicating that it is no 
longer a question of whether it will be successful 
but just a matter of control. He would not give any 
dollar measure of this sales success, but said; “In 
every place we have distribution . . , the sales results 
are astounding. These results are so impressive that 
Regent has adopted trading stamps as a permanent 
seiling and merchandising policy.” 


PISTOLS IN PASTEL SHADES for the lady of the 
house. That’s the latest in firearm fashion, The 
High Standard Manufacturing Corp. of Hamden, 
Conn. is currently introducing a series of snub- 
nosed .22 calibre pistols in turquoise, pink and gold. 
Says the company’s v-p for sales, William J, Dono- 
van: “We believe there is a large market among 
women for handguns with a feminine appeal. Ac- 
cordingly, we produced a sleek, compact revolver 
with quick-draw, non-snag sight and hammer and 
round butt grip.” The handsome handguns are pack- 
aged in finished mahogany cases. Price: $49,50. 


CONTRARY THINKING—and marketing against 
the industry trend—is paying off for Zenith Radio 
Corp. Sales in the TV industry are reported to be 
down an average of 114% from last year. Zenith, 
however, claims that its sales are ahead of last year 
by at least this same percentage. 


Zenith’s singular success is attributed by L. C. 
Truesdell, sales v-p, to selling a fairly priced quality 
line. He contrasts this to the industry pattern of con- 
centrating on small models and trying to “outprice” 
each other. 


The 1958 Zenith line, previewed recently in New 
York, emphasizes fine furniture styles and the price 
tags reflect fine furniture prices. The company’s 
theme for the coming year is to “put television view- 
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Significant Trends (continued) 


ing back in the living room” and this, it is inferred, 
demands a TV set that is designed to harmonize 
with good furniture, rather than one that is created 
to undersell the competition. 


Apparently, the Zenith formula is a good one be- 
cause Truesdell further reports: “In contrast to a 
sales slump in the rest of the television industry, 
Zenith Radio Corp. is enjoying a record-breaking 
upswing in TV sales—with total distributor’s unit 
television sales to dealers in the first five months of 
1957 the largest in any January through May period 
in Zenith history.” 


rruesdell is the first TY executive we’ve seen in 
quite a few months who seemed sincerely optimistic 
about the near future. As a salesman he’s got a still 
bigger job ahead of him because—as he smilingly 
reported—"“Zenith’s total unit production of tele- 
vision in the third quarter is expected to exceed that 
in any corresponding period since the company 
began marketing TV receivers in 1948.” Truesdell 
has the job of selling all those sets! 


TWO-BIT SHAVE. Traveling men will be inter- 
ested to learn that you'll soon be able to get a shave 
from a vending machine—and for only a quarter. 
No, the machine won't shave you, but it will sell 
you a neatly packaged plastic razor, with brushless 
shave cream in the handle. It’s designed for one- 
time use—such as when you forget to pack the 
toilet kit on an overnight trip. 


BUYERS AND SELLERS AGREE that the out- 
look for the rest of the year is good. A survey of 
businessmen’s expectations by Dun & Bradstreet, 
Inc., for the fourth quarter of 1957 revealed that 
for every manufacturer who expects his sales 
volume to drop below a year ago, eight manufac- 
turers anticipate an increase, Also, 89% expect net 
profits in the fourth quarter to exceed the compar- 
able 1956 level. 


Consumers—who will ultimately determine whether 
the manufacturers’ optimism is justified—show less 
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enthusiasm than last year at this time. But, 66% 
of the families interviewed in June by the Survey 
Research Center, University of Michigan, expected 
“good times” to prevail during the next 12 months. 


Price hikes were viewed similarly by both groups. 
Among the executives, 33% expected selling prices 
generally to be higher than last year. A higher per- 
centage, 42%, of consumers expected prices to 
rise over the next year. These families, however, 
were asked to anticipate price trends of household 
goods and clothing only. 


BEHIND THE SALES TRENDS 


More than 15 million families now have cash in- 
comes from sources outside their earnings of 
sufficient size to affect their budgets. 


Upper income brackets are getting crowded. More 
than two million individuals earned $10,000 or 
more in 1954. Nearly 100,000 were at the $50,000 
or more level. 


Suburban living. Station wagon sales last year were 
11% of total U. S. auto retail sales. In 1940, the 
figure was 0.7%. 


The number of home owners increased about two- 
fifths from early 1949 to early 1957, and the pro- 
portion of all spending units owning homes in- 
creased from 44% to 54%. 


Colored and striped sheets now account for 20% 
to 25% of the market. 


Households in the U. 8. have grown 27% in num- 
ber during the past 10 years. Increase is 750,000 
during past 12 months. 


Intercom systems were installed in 3% of new 
homes in 1956. Figure may hit 10% by end of 
next year. 
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Who put theROMER-FILL 
fas in West Michigan. 


BIG TANK? 


e The Grand Rapids ~ ; 


(OF COURSE) 
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National Advertisers know the mar- 


157,150 “POWER-FILL” LINES 


ket can be presold thoroughly and 


FIRST 6 MONTHS PRE-SELLING 
THESE MOTOR FUELS 


e STANDARD GOLD CROWN 
SUPER SHELL 


economically with a single newspg 


—The Grand Rapids Press 


paper that offers you 
coverage in 9 out of 
a circulation of | 
more than any oth 
daily. Whatever 

you can sell it in 


The Press alone! 


*AEC Publisher's Staté 


GULF CREST 

PHILLIPS 66 FLITE-FUEL 

BLUE SUNOCO 240 

TEXACO SKY CHIEF SU-PREME 
SINCLAIR POWER X 

PURE SUPER PREMIUM 
MOBILGAS SPECIAL 
MARATHON SUPER M 

CITIES SERVICE SUPER 5-D 
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SALES MANAGEMENT 


‘ « a 
$5,000 and up incomes? 
... Lhe News has more readers in families with 
over $5,000 incomes ... than the New York Times 


& Herald Tribune combined ... and more than 


any two New York evening papers combined! 
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A purse with a lot of coins and currency 
is better than one with a few. So is a market 
and a newspaper—for instanee New York 
and The News! 

The News in New York City and suburbs, 
in $5,000 and up bracket families delivers 

1,110,000 more than the Mirror 

1,170,000 more than the 

World-Telegram & Sun 

1.210.000 more than the 

Journal-American 
1.240.000 more than the Times 
1.410.000 more than the Post 


1.450.000 more than the 


Herald Tribune 
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Customers with better incomes buy more, 
can afford the best, are preferred prospects 
...and no other medium reaches so many of 
them in metropolitan New York as The News! 

In the largest market, The News gives you 
more chances to sell... reaches more home 
owners, more stock and bond holders, more 
families with children, more college alumni, 
more two car owning families, and more in 
the plus $10,000 income group! It’s the best 
medium for just about everything. 

Whatever your merchandise, The News 
with 4,780,000 readers daily should be your 


medium...for the most potent penetration, 


at the lowest cost! Ask the nearest News oflice 


for all the facts. 


Sea BAe Sn Sse Pe ; a poe Abie SS a ES RR 
The [of News, New York’s Picture Vewspaper . oe 


with more than twice the circulation, daily and Sunday 


1957 


of any other neu spaper in America... 


CONTRACTORS 


ENGINEERS | 
in LARGE. 
BUILDINGS 


ENGINEERS 
in INDUSTRIAL 
PLANTS 


CONSULTING ENGINEERS 


in Heating, Piping and Air Conditioning 
you must touch ALL these bases 


Sign up the star performer in the industrial- turers. Alone or in combination these factors 
large building league for your sales team. purchase-control every job. 

What else do they have in common? To- 
; gether they form the reader-audience of 
Conditioning will get to EACH of the all- HP&AC, HP&AC has the largest and only 
important bases . . . will meet face-to-face fully paid (ABC) circulation . . . more adver- 
those who count the engineers and mechan- tising by over 2 to 1 from more advertisers 


Your advertising in Heating, Piping & Air 


ical (heating, piping and air conditioning) ..» more editorial pages by far. 
contractors indicated above PLUS the top Doesn't it make sense to make HP&AC you 
wholesalers and original equipment manufac- No. | advertising medium? 


g | ioning 
Cit) ‘ 6 N. Michigan, Chicago 2 
KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 


SALES MANAGEMENT 


LE T TERS TO THE EDITORS 


he's for "squeaking" 


Epiror, SALES MANAGEMENT: 

Thank you and T. Harry Thomp 
son for the “Anyone for Squeaking ?”’ 
opening offered readers of the Charles 
Van Doren article, page 120 of your 
June 7 issue. 

(Incidentally, my routing slip, at 
tached, indicates 98 references to 
articles in that issue—a high record.) 


ROUTING SUP 


Check See Was 

hee Page Interested 
ofter and in 
reading heck Page 


My squeak, if you see fit to use it 
may well start “Chain Reaction 
Selling” (with acknowledgment to 
the Apeco suggestion on page 102) 
that could blast our legislative and 
administrative branches of govern 
ment in Washington as they need to 
and must be blasted. 

Your T. Harry ‘Thompson empha 
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sizes personal tax bites—and well he 
should! But when you add to those 
personal taxes the terrible 52% more 
of federal taxes that our companies 
pay each year out of net earnings 
before they may arrive at true net 
earnings, then you really have a tax 
bite that should start a fight—and 
that’s what I want to come to right 
now ! 

Your magazine, if | may use my 
personal impressions as a guide, is 
the most important tool that all of 
our sales executives turn to for sug- 
gestions in handling their problems. 
‘Therefore, those executives are urged 
to: 


1. realize that they (separately and 
jointly) should become the “Chain 
Reactors” of perhaps the most im 
portant ‘‘squeak”’ that has been offered 
them, and 

?, use their very best and most 
concentrated efforts to 

3, sell themselves, their bosses, 
salesmen and societies, their Senators 
and Congressmen, and the President 
of the U.S., and then aid the cam 
paign to 

4. insist that government taxes 
must be reduced and spending thereby 
reduced. 


Fortunately, a ‘Task Force of over 
200 of our top citizens, during both 
a Democratic and a Republican Ad 
ministration and under Mr. Herbert 
Hoover’s guidance, has prepared a 
report that shows where and how 
Federal spending may be reduced and 
taxes cut. We have reached the point 
in our economy where the Hoove: 
recommendations must be written into 
law because: 


1. ‘These 
used, can save us, aS a nation, over 
$6 billion each year. 

4 recommendations, — if 


recommendations, if 


2. These 
fought for, will re-establish the high 
regard for the Constitution, the Bill 
of Rights, and the wonderful private 
enterprise system under which our 
economy has grown to such wonde: 
ous heights. (For detailed help, write 
The Citizens Committee for the 
Hoover Report, 441 Lexington Ave. 
New York, N. 

Some believe that, because the 
House and Senate are about to ad 
journ, nothing more may be accomp 
lished. The fact is, this “squeak” is 
just starting! Keep putting on the 
pressure, and get everybody you know 
sold on applying the pressure. Your 
(continued on page 23) 
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4 ANIMATIONS 
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TRAINING AID 


MODELS 


DIORAMAS 


Fag SATEEN ,HOW 
oo MEETING PROPERTIE 


Write today for your copy 
of *‘Drama and Action in 
Trade Shows and Insti 
tutional Exhibits.”’ 


GARDNER 
DISPLAYS 


477 Melwood Street, Pittsburgh 13, Pa. 


@ DETROIT * CHICAGO « NEW YORK 


‘% 


yalance 


The New Yorker has found that it serves both its 
readers and its advertisers more effectively if it tries to 
maintain an intelligent balance* between editorial and 
advertising pages and an interesting variety in both. 


*A publishing principle which has guided The New Yorker for thirty-two years, 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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LETTERS 


well-being ompany’s well-being 


and our nat very life depend on 
' 
our action, 


. Schuchman 


President 
Homestead Valve Mig Co. 


Coraopolis Pa. 


> The routing slip to which M: 
Schuchman 


page 21. 


reters 1s reproduced on 
A check of titles shows that 
other than sales personnel at Home 
stead find material of 
SALES MIANAGEMENT 


interest in 
including the 
purchasing agent, auditor and assist 
ant treasurer, plants superintendent 


treasurer and director of production, 


“I never thought I'd be 
selling brassieres!"' 


Eprror, SALES MANAGEMENT: 


B. Robert 


srown's comments [p. 
78) 


June 7 issue] about selection of 
salesmen and sales managers, and the 
seven traits he looks for in prospec 
tive sales candidates, so closely paral 
lel my own ideas that I decided to do 
the unusual (for me) and 
expressing my delight! 


write 


It is refreshing to know that I am 
not the only sales executive that still 
believes men can be trained to sell a 
new or different kind of product than 
what they are accustomed to selling 

if they have the proper psychological 
qualifications and the basic motiva 
tions that he so aptly listed. 

I expect to “quote him” in support 
of my own recommendations to the 
Management of my company. Until 


now, it has 


often been a_ lonely 


position. 


Costello 


Field Sales \lanage 
Seabrook Farms Co 


Seabrook, N. J. 


Eepitor, SALES MANAGEMENT: 

I have just finished reading Mr. 
Brown’s article. It certainly was the 
most “down to earth” story I have 
ever read on what to look for in a 
salesman in today’s market. 

Herbert C. Maltby 
Vice-President 
Martin A. Pokrass, Inc. 
New York, N. Y. 


Epiror, SALES MANAGEMENT: 


| have just this instant completed 


reading B. Robert Brown's very in 
teresting arti le in your June 7 issue 
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I don’t think that in my entire 35 
vears of selling I have ever done what 
| am going to do now, that is, write 
an author of an article or a public a 
tion about the pros or cons ot the 
ideas and tacts presented. But I must 
allow my impulse to carry me away at 
this moment and say “‘amen’’ to almost 
everything Mr. Brown 
his very timely and instructive article. 
However, I wish he could tell me 
ere he finds men who measure up to 


advan ates in 


wl 


all seven of his requirements. 
S. W. Albright 

Sales ‘Training Director 

\rmour and Co 

Chicago, Ill. 


eprror, SALES MANAGEMENT: 
enjoyed B. Robert Brown's article. 
1 am forwarding it to one of our 
clients who have a tough problem in 
connection with their own sales force. 
In fact, I’ve suggested that they call 
Mr. Brown and perhaps he can give 
them some 


pointers based on_ his 


experience. 


Lansing \Ioore 


Vice-President 
Anderson & Cairns, In 
New York, N. ¥ 


something for the banks 


eprror, SALES MANAGEMENT: 

| have always enjoyed “Significant 
‘Trends” and found it especially in 
teresting in the July 19 issue. 
ever, | noticed that in your report 
about the consumer spending 88c of 


How 


every dollar and investing the rest, 
you seem disappointed that market 
ing men have not been able to cut 
down the 12c that is saved. 


Many 


consider banks and Savings and Loan 


marketing people do not 
Associations as part of the marketing 
field. But | believe we should take 
our hats off to the people concerned 
with advertising and marketing op 
erations of banks for having been able 


to keep consumer savings at the rate 


dollar—in 


holding their 


of 1l2c on every other 
words 
market. 

It took a revolution in bank ad 
vertising and marketing in the last 
decade to keep that share. Only 
through these savings does a_ bank 
make money 


James K. O’Brien, Jr 


O’Brien Industries, Ine. 


Caldwell, N. J 


share of the 


display 
WITH A FLAIR FOR 
sales 
.»» AN EXCLUSIVE 


Dayton Tire’s display, a strong depar- 
ture from the conventional, is another 
DISPLAY SALES design with a flair 
A flair that commands interest 
invites sales! Styled to dramatize a 
full-size print of the tread, this color- 
ful metal and wood unit features a 
built-in literature rack. Profit from a 
sturdy, imaginative display with vivid 
point-of-sale appeal. Creative design 
is but one of the many facets of DIS- 
PLAY SALES’ complete display service 
available to all manufacturers. Write 
for facts. 


* 
display 
sales 


1637 GEST STREET + CINCINNATI 4, OHIO 
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very particular 9 


CIRCULATION GROWTH 
OF “USN&WR" 


900,000 


451,936 


1952 1953 1954 l 1956 1957 


srce: Figures through 1956 based on publisher's 
taterments to the Audit Bureau of Circulations 
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1dvertising offices at 45 (4 ( é odé ) a ra 
oot Lng s (lass NCWS 
N. Y. Other advertising offices at x ¢ 4 F oe ‘ Je 
Boston, Philadelphia, Cleveland 

Detroit, Chicago, St. Louis 


San Francisco, Los Angeles 


Washington and London dD MARKET NOT DUPLICATED BY 
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ie CIRCULATION of “'U.S.News & Wor.Lp Report”’ has 
now passed the 900,000 mark.—a gain of almost half a million 
in the past six years 


This is not just any 900,000, but a very particular 900,000 
a major segment of the important and influential people in 
business, industry, government and the professions 


Here are almost a million people whose stake in the news 
is that of close and active participation, because the news touches 


them so directly and so personally; 


almost a million people with that much stake in the 
national and international developments affecting their business 
plans and decisions; 


almost a million people with that much stake in 
wise family planning, family investing, and family spending 


almost a million people with that much stake 
in their communities, their government and their nation 


“U.S.News & Wor.Lp Report” is pledged in concept 

and purpose to give important people the best possible coverage 
of the essential and useful news—the news America uses 

to keep informed, alert and strong. In its entire publishing histors 


that concept has changed not one iota 
“The most important magazine in America,"’ many say 
Yes, it is 


But the emphasis belongs on those very particular, well informed 
900,000 subscribers and their families. The important 

managerial jobs they hold, their stature and achievements, and 
their overwhelming preference for “"U.S.News & Worip Report 
are established research facts. So is their average family 

income of $14,826—highest of the news magazines.” 

These facts explain why “U.S.News & WorLp Report” has « 

to be known as America’s Class News Magazine 

These facts explain why so many leading advertisers 


choose this magazine for their advertising messages — advertising 


pages in 1957 almost three times what they were in 1950 


Right now, “U.S.News & Wor-Lp Report” offers advertise: 
coverage of those very particular 900,000 people in business 
industry, government and the professions at a cost of $4.92 
per page per thousand —lowest in the field. 


U.S.News Baas 


& World Report 


Mayans oo 


Essential to more and 


more readers 


ANY OTHER MAGAZINE IN THE FIELD a 


more advertisers 
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BUT 
WHAT 
DO YOU DO 
FOR AN 
KNCORE? 
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In show business, it’s considered one of the tougher propositions. How, for instance, do you follow 
up a series like ‘“The Silent Service?” Very simple. You produce ‘‘Boots and Saddles — the Story of 


the Fifth Cavalry.” It’s set in the 1870’s, when Indians and Yankees played for keeps instead of 


pennants, It won’t solve a single world problem. It will entertain, Nec reLevision FILMS A DIVISION OF 


CALIFORNIA NATIONAL PRODUCTIONS, INC 


Oomtlimes- 


i Mimopesty 
“4 mode becoming 


And you've every right to exult with us over the proven 
size of WBTV’s television market measured in terms 


of population 


for you 


15. 
16. 
17. 


18 


19. 
20. 
21. 
22. 
23. 
24. 


25 


1 
2 
» 
4 
5. 
6. 
 P 
8 
9 
10 
1 
12 
13 


CITY 


. New York 
. Los Angeles 


Chicago 


. Philadelphia 


Detroit 
Boston 


because it means a massive market 


POPULATION 
16,788,700 
7,699,900 
7,552,500 
6,675,100 
5,219,700 
5,118,600 


Wilmington, Del. (includes Philadelphia) 5,045,400 


. Pittsburgh 


San Francisco 
Cleveland 


. Johnstown, Pa. (includes Pittsburgh) 
. Steubenville, Ohio (includes Pittsburgh) 3,935,100 
. Manchester, N. H. 


. CHARLOTTE 


New Haven 
Washington 
Minneapolis-St. Paul 
St. Louis 
Providence 
Memphis 
Indianapolis 
Milwaukee 
Baltimore 
Bloomington, Ind. 
Atlanta 


4,774,300 
4,262,400 
4,233,700 
4,145,600 


3,606,800 


3,348,800 


3,290,200 
3,135,900 
2,932,600 
2,830,900 
2,771,000 
2,731,500 
2,717,300 
2,698,600 
2,661,700 
2,640,400 
2,611,600 


Source: Television Magazine 1957 Data Book 


Moreover our clients are prone to boast about our 


superior Sales Power 


Reach our people with your 


products through the pioneer in the Carolinas, and we 
warrant that you'll soon be gloating, too. For WBTV's 
Sales Power, contact CBS-TV Spot Sales 


CHARLOTTE 


JEFFERSON STANDARD LROADCASTING COMPANY 


SALES MANAGEMENT 
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Those mock burials of American Motors Corp. were pre- 


mature. Despite less big-car and appliance volume, AMC 


pares losses and sees profit soon. Steady $10 million ad 


drive, largely on the Rambler, brings increased results. 


Forty-eight stockholde 


of American Motors Corp., Detroit 

dividend-hungry since 1954—lately 
have seen evidence, provided by 
America’s motorists, that the famine 
and the corporate 
to an end. 

Some of them, such as Louis W. 
Wolfson, even have a hunch that 
their “trailing’’ business already may 
be setting a trend—with such cars 
as the “compact” Rambler and the 
small-economy-size Metropolitan. 

And the motor-car industry has 
discovered a growing segment of the 
market who have had their fill of 
large cars full of gadgets and speed 
and power, and who are ready to 
settle for smaller ones that are sim 


thousand 


losses may come 


ple, sane, safe and economical: 
1. Directors of Automobile Manu 
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By LAWRENCE M. HUGHES 


lacturers Association have begun to 
urge member companies not to “en 
gage in the advertising or public IZiNng 
of any race or speed contest... | 
volving passenger Cars; .. . OF 
actual on comparative capabilities ot 


passenger cars for speed. 


. ‘The six-year crusade of Ameri 
an Motors and its predecessor, Nash 
Kelvinator, for 
my cars has been joined by a score 


com pac t and econo 


of imports, which this year are ex 
pected to find 200,000 U.S. buyers. 


3. Such a figure would be only 
3.3% of our own industry's six 
million volume. But it grows fast 
enough to cause concern in Detroit 
Dearborn and South Bend. The Brit 
ish Ford (which looks like a simple 
country cousin of the American Ford 


being sold here, Chrysles hop 


ping abroad for prospective little 
relatives of its own. And by fall Gen 
eral Motors will introduce here both 
its new British-built Vauxhall Victor 


and its West German Opel-Rekord 


+. While AMC’s larger Nash and 
Hudson cars continue to decline 
Rambler sales, from the fiscal year’s 
start last October 1 through June 
30. rose 35.4%, from 49,944 to 67 
631. In June the rate was more than 
double that of June 1956 
ing an annual volume on Ramble: 
alone of 100,000. At the same time 
sales of Metropolitan (made in Eng 
land to AMC’s specifications for the 
American market) have more than 
doubled, and are expected to exceed 
20,000 for the fiscal year. 

The president of the 


projec t 
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{continued from preceding page} 


Vie rger ol! Nash-Kelvinato 
idson in May 1954 did not « 
B v Four. Motors 
skidded downward faster. 
ng only Studebaker-Packard, it 


ceeded in losing more money 


American 


in thi 


facturer, 


period than any other manu 


Several. times George Romney has 
been asked to attend AMC’s 
burial. He has been too busy 
oid 


But he 


ing to 


mor k 
trying 
real burial. 

has been busie! try 
red ink red blood. 
And with a careful mixture of plan 
and action, of facts and faith, 
he now shows that AMC is pulling 
out of the deep red 
n-the-black 
ATV as a 
1958, or even 


His faith 


yrees by Lou 


o ay 
even 
turn into 


ning 


predic ts 
the com 


alendat 


and he 
operations tor 


whole early In 


} 
soonel 

is shared in varving de 
Wolfson and his 360 
OOO pieces (7.2% of the common out 
+7 QO 
Pru 


which have 


standing) of this property; by 

other 7 banks and 

dential Co. 
indebtedness; by 


2? OOO 


owners; by 
Insur ance 
AMC's 


executives 


refinanced 
directors em 
ployes ; by Z 005 dealers in motor cars 
this coun 


50 distributors and 17 


and 9,800 in appliances in 
try, and by 
related or 


he worl ld 


licensee manutacture 
iround t 
If a 


Ron ney's 


responsibility 
broad shoulders 
has a lot of help to meet it. 


large 


Ameri 
\Iason 


president ot 


George W. 


‘The original 


in \loto Was 


OUT -FLANKERS Athletic George 
Romney and Louis W. Wolfson learned 
their fast footwork in college. AMC’s 
president and largest stockholder still 
plan to operate in black early in 1958. 


innual 
$11 
million and $19.8) million. 


the 


Romney's first three 


million, $7 
| hese 


alt vf facilitic ma 


showed net losses or 


were alte! 
equipment, 
Actually, AMC’: 
the year ended September 30 
was $30.4 million. 
But in the half-year 
March 31—though 


17%, from $225.9 


operating los 


ended 
sales de 
to $186.9 
and streamlining re 
duced the operating loss 34°, fron 
$8 to $5.3 million. Motor cars rep 
about two-thirds of AMC's 
volume. Automotive losses in 
this half-year period 
‘SOG 
. despite two shutdowns 
strikes. In 


SIX months 


lion—savings 


resent 
sales 
R on 


than i 


(jeorge 


ney saVs were less 


yeat 


avo 


caused by three of these 
automotive 
were in the black.” 


As of last September 30 


operations 


AMC's 
$225 million; working 
capital, $54.6 million 
$124.3 million. One 


million tax credit. 


assets totaled 
and net we th 
“asset” is a $31 
While announcing that he intends 
add” to his AMC 
holdings, a curiously cooperative Lou 
Wolfson is sold the 


management is trying to do, and has 


to “continue to 


on things the 
even declined a place on the Board 
offered him lhe 
second and third largest owners al 
ready are Banker Harlan 
i? Pierpont of Worcester \I ass. 


7 
ust; Roy D hapin 


which Romney 
dire tors: 


represents a fl 


Asa ME” FE Oo, TT Re. 
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with Hudson 
itive ind general manage 
ANIC S iton ive Division. No t 


I ownersnhly Is the Netherland 


t 


House of Orange (Queen Juliana 
and others ind . 5 is the man 
igement. 
‘The last group now labors for less. 
In 1953 Hudson and Nash-Kelvina 
paid their 34 ofhcers and directors AMC WILL PUSH ITS BIG CARS: 1958 models of Hudson (above) 
a total of $1,649,000, or an average and Nash (below) will be shown soon by a total 2,005 dealers. 
ot $48,511. In 1956 American Mot 
s paid 32 ofhcers and directors 
$1,055,000, or an average $32,891] 
Despite lower pay and large) otters 
to some of them from other com 
panies, Romney says that his man 
gers stay because of their “beliet 
that this company again will become 
profitable.” ‘Vheir faith and loyalty 
reentorced by a stock-option plan. 
\n executive bonus plan spurs all 
except the two (Romney and Chapin ) 


on the Board. Another plan rewards 


all salaried employes. 


Among seven “staff” officers, with 
Romney, are Edward L. Cushman 


and William H. McGaughey, vic 


presidents, respectively, for Indus memes - — 
’ be at ; X . i. by ak 2 
‘lations and for Communica a’ ia SS, OS ep 


ie 


4 ’ 
mes 
ar 


rions. 


; BRAND-NEW-ALL-OVER Hudson and Nash would help keep Rambler 
'wo Division heads are executive and Metropolitan “graduates” in the fold—of American Motors Corp. 

V-ps: Roy ( hapin tol Automotive 

and B. A. Chapman for Appliance 


including Kelvinator domesti: and 


export, and subsidiary appliance op 


Joseph W. Eskridge, vice 


heads a Spec ial Prod ict 
D ey 


government business) Division. 
In Automotive, Roy Aberneth 
for Distribution and Mafketin 
John Rai beck V-p to Sale 
Il wo Appliance vice-pre 
Jeffrey and kd I 
in charge espe 
Division and ot 


Kel nato 


been maintained at 
more mon « BUSINESS FOR METROPOLITAN, AMC’S English-made model, has 
points t doubled volume under James W. Watson, sales manager. 
busine 


nave been 


(continued on page 114) 
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THEY'RE IN THE NEWS ey warey wooowarn 


Grass Seed or Brassieres... 


\ former lifeguard who believes 
any product can be merchandised na- 
tionally, whether it be brassieres, 
liquors, or grass seed, has been named 
vice-president of O. M. Scott & Sons 
Co., Marysville, O., an 87-year-old 
lawn products concern. 

The man: Jack C. Welsch, who 
has served as Scott’s director of sales 
for the past year. Under his guidance, 
Scott has revised product packaging 
mass store displays and increased its 
national advertising. 

Although his first job was as a 


lifeguard on Catalina Island in Cali- 


fornia, Welsch soon became a sales- 
man for the Shell Oil Co. 
there he went to the William Wrig 


From 


ley, Jr., Co. as a retail salesman and 
wound up a division manager. In 
1944 he joined Schenley Industries 
Inc., then spent a brief period with 
United Distillers of America, Inc. 
Rejoining Schenley in 1948, Welsch 
climbed to vice-president before re- 
signing to become general sales man 
ager of Exquisite Form Brassiere, Inc. 
He was made vice-president of Ex 
quisite Form in 1955, the year be 


fore he left to join Scott. 


No Place Like Home... 


Alden James has returned to his 
old stamping—and selling—grounds! 

‘Twenty years ago, he joined This 
Week Magazine as a sales repre- 
sentative. After 11 years of moving 
up the selling ladder, he resigned to 
become director of advertising of P. 
Lorillard Co. 

Now he’s back at This Week as 
executive vice-president, director of 
advertising, and a member of the 
board of directors. 

James’ first job was with The At- 
lantic Monthly where he became east 
ern advertising manager. He is a 
graduate of Dartmouth and the Amos 
‘Tuck Graduate School of Business 
Administration and Finance. 

The author and editor of ‘Careers 
in Advertising,” (published in 1932) 
James has led hundreds of young men 
into advertising through his annual 
lecture (same title as his book with 
the addition of “Selling” ) at the New 
York Advertising Club’s Advertising 
and Selling Course. 

‘The accompanying picture of James 
was a This Week enterprise on both 
sides of the camera. Guy Gillette, 
SM’s “They're in the News” pho- 
tographer, also shoots many of This 
Week's cover pictures. 
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Sam Gurley, Jr., likes to go “three 
yards through the middle.” 

This former University of Missouri 
football end (he still looks fit enough 
for a rough 60 minutes on any grid 
the 
Olin 


vice-president of 


Chemi al 


new 


Mathieson 


is 


for 


iron ) 
sales 
Corp. 
he 


organization 


“In business,” “you must 


build 


team, 


Says, 


an to work as a 
as you do in football, to 


like 


going three yards 


just 


accomplish your objectives. | 


to get there by 


through the middle. Sure you can 


find an easier way, but the gain isn’t 
as solid.” 

objective and he’s 
Olin Aluminum, 


now just a step above the bottom in 


( surley has the 


building the team. 


Going for a Touchdown... 


sale 


340) million pounds ot 


aluminum production and will 


be produc ny 


fabric ated aluminum a year by the 


end of six months, about ten times its 
current output. ‘That will put Olin 
in the number four spot behind Alcoa, 


Reynolds Kaiser. 


Gurley’s job is to sell that alum 


and 


inum. His first step is to enlarge the 
team. Olin’s less-than-100-man sales 
staff is soon to be doubled and may 
possibly be tripled 


He 
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where he was vice 
president of sales. His sales « 
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Coro's Showroom: 


“Precision Instrument” for Selling 


Coro's New York house" has everything: atmosphere that 
befits jewelry, complete convenience for storing and show- 
ing samples, flexible partitions to provide changes in space 
units, privacy and quietude for conferences with buyers. 


Before doubling the size of its New York office show 
largest manutacturer of costume 


room, Coro, In nation 
elling facilities and de 


jewelr took a long look at it 
cided they were obsolete, noi and cramped, 
With Designs for Busine Inc., New York interior 
de re Coro reviewed its basic sales situation: 
I'wo huge, expensive sample lines were introduced 
carl each consist ng of ? OOO pieces and costing 
L100 OO0 
market weeks occurred, in January and 
ring which salesmen made a now-or-never 
presentation to as many i 1,000 buyers visiting 


Coro howroon 


The Problem: Reduce the bedlam and inefficiency of 


irket ft 


The Solution: Offer two sample lines at each market 
1 (for a year Offset the additional $200,000 ex 
vith an ingenious ofice and showroom set-up 


rreater speed and greater thoroughness in 


omet 


how how it all looks and works. 


2 OUTER-CIRCLE SHOWROOMS are but a few steps 


from rotunda. Wall space outside rooms holds showcases. 


3 INSIDE CIRCLE of the rotunda houses workers who 
keep trays in order for later removal to shipping room. 
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4 LUSH DECOR distinguishes one of the showrooms 


5 CORRIDOR TAKES 20 TABLES to expand service 
designed especially for Coro’s higher-priced jewelry lines 


as salesmen vie for samples during market crush 


4 FURNITURE FOR A LADY buyer is especially de. 
signed with low easy chair and high tabletop because 
most women sit with legs crossed. Thanks to purse and 
glove compartment at her left, tabletop is kept clear. 
Here girl from Coro’s showroom models necklace for buyer 


This Showroom's a Precision Instrument for Selling 


Offices: Coro's Brass 


Wants to See and Be Seen 


iw. 


sil 
3 


jay UG 


pT 


10 ONLY GLASS AVIARY SEPARATES PRESIDENT 
Rosenberger from reception room. He likes to wave or 
rush out to visitors, doesn’t mind working under every 
one's eyes, feels personal touch is essential in his business. 


Aviary was designer Gerald Luss’ solution to clutter. 


12 SALES MANAGER'S FISHBOWL OFFICE faces re 
ception room on one side, large salesmen’s room on other 


(continued from preceding page) 


1] RECEPTION ROOM is surrounded by 
glass-wailed offices of Coro’s top executives. 
President Gerald Rosenberger, standing, left, 
with Maurice Mogulescu, president of Designs 
for Business, has most conspicuous office. 


13 GLASS-WALLED EXECUTIVE CORRIDOR permits 
only the slight privacy of thin transparent draw-draperies. 
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Even Passageways Pay Off 


14 SAMPLE STORE FIXTURE lines one side of pass- 15 MODEL STORE WINDOW on other side of same 
age to rotunda. Here, Coro saleswoman welcomes buyer. passage gives buyers ideas to take back to their stores 


Stock and Shipping Rooms: 
Speedier Sales and Service 


17 ASSEMBLING ORDERS, these 


women fill trays which pass near them 


18 
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How the Population Pie Divides 


U.S. population, which reached 171 million in 
June, is growing at a rate of 1.8% per 7 
idding 3,000,000 prospects and consumers every 
12 months. Since people make markets this growth 
is heartily weleomed by marketers in general, but 
there is more to the picture, 

Not all marketers have products that are used 
by everyone — at all ages. Most likely, your prod- 


uct finds its primary market in just one or two age 


Therefore, the size and growth of this 


11.1% 


group is of more immediate importance to you 
than the overall population increase. 

For instance, if you sell to teen-agers, you can 
look at the present sizes of the 10 to 14 and 5 to 
9 age groups and see the bigger market that is 
coming your way five to ten years from now. On 
the other hand, if you sell to young families be- 
tween the ages of 25 to 39, you can anticipate a 
reduction in market size over the next ten years 


. and then a big jump upward, 


$ 
5 


10.7% 


7.0% 
35 TO 39 


Source: Bureau of Census. Calculations by Sales Management. 
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they Buy More because they Have More! 


@ If jewelry is your business, Indianapolis is a real jewel 
of a market. In fact, during 1956, jewelry store sales in 
Indianapolis were 79.7% above the national average.* And, 
with an average annual family income of $6.882.00**, 
Indianapolis is a jewel of a market for every good product. 
That’s why the Federal Reserve Bank of Chicago, in its 
latest annual report, calls Indianapolis “Big Town—Boom 


Town ol the Midwest.” Also 
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Pleasure Boats Materials Battle: 
Aluminum & Plastics vs. Wood 


One of today's more colorful competitive battles is shap- 


ing up in the pleasure boat field, with aluminum and 


plastics contending with dominant wood for a bigger share 


of this growing market. The struggle is outlined here. 


pending more money 

on any other sport 

ibout 28 million 

i ind lake 

I i lot il sales in 
ivrd motor field, including 
billion in 1956 
what was spent for pleas 


and motors in 1947 


1 to $l 


who have studied the boating 
ive everal reasons for the 
owth of what was once a rich 
hobby More disposable Income 


more and more per 


tendency among Americans to choose 
ecreation in which the whole tamily 
in participate 

It isn’t a stati picture, and it won't 
be for a long time, according to one 
Major produces of aluminum, Kaise1 
Aluminum & Chemical Corp. This 
firm put its sales promotion and ad 
vertising men to work, together with 
Young 
on a survey of the 


representatives of its agency 
& Rubicam, Inc., 
pleasure boat industry and market 
lhey learned plenty. 

lL here are something like sxn illion 
pleasure boats in the nation today. 


\Vore of them are being manufactured 
of aluminum, and more people, with 
out much urging, have been buying 
While the overall 


market tripled in size between 1947 


aluminum boats. 


and 1956, aluminum boat sales dur 
ing the past four years have grown 
more than five times as fast as sales 
of all pleasure boats put together. 

It isn't certain how many aluminum 
boats are in use because many of 
them are fabricated by small firms 
and precise industry figures are there 


fore hard to compile. 


the Kaise1 


\s nearly as 
Aluminum inquiry could 
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Quite a few Pennsylvania markets look big on paper. But many a newspaper advertiser has dis- 
covered that they’re not really markets at all. On inspection they turn out to be artificial creations, 
the result of lumping together two or more neighboring cities, each with its own newspape) 
loyalties. @ No single newspaper purchase can cover the entire “market.” @ By contrast, look 
at Erie, Pennsylvania’s 3rd city. Here the circulation of the Times & News (now over 91,000 
daily) covers the whole market, not just part of it. @ It’s the perfect combination: a sales area 
that ranks high within its state, and a medium that delivers it. These are two strong reasons why 
Erie is the only logical 3rd market buy in Pennsylvania. 


-——--- - ee -_ $$ ——_—$___—__—— — 


" P| The ErieTimes (...s:.: 


eee 


Pennsylvania , : -_— 
think l The Erie News (morning) 


Philadelphia } 
L 


Pittsburel 


The Erie Times-News jsincov, 


w the latest market and media data, call The Kat 


and I rie 


how, 250,000 aluminum boats were 
built between 1952 and 1955. 90,000 
of these were produced in 1955, It is 
probable that an equal number were 
made in 1956, bringing the figure to 
$40,000, Adding 
to 1952, a total of between 500.000 
ind 600.000 | a 


VW thn 


the next years 


in produ tion prior 


imed 
arket trend indir iting that 
Americans 
e a5 miu h disposable in 
nto boat and motors as they 
last year, the Kaiser Aluminum 
le started asking: What can we 
do to help those who make and sell 


‘luminum boats ride this rising wave 


o more sales? 

tar the larger number of boats 
e toda lor recreation are not 
About 31% of 
hulls are 
iluminun glass fibers (or 
plast ) teel, and 56% of 


1 he ‘st market research fig 


ia 


unum but wood, 


outboard made of 


wood 

point to this change by 1965: 
0% of the boats will be made of 
0% of plastics, and 30% 
of wood. In the boat market 
KOO 000 unit 
iy 1965, the projection is for about 
00.000 to be sold 


iluminum 
about 
are sold per year now, 


Approximately 
two motors are sold for every boat in 


a yeat | he 


number of motors are: 


reasons tor the larger 
repla ement ; 
the urge to increase horsepower; and 
the fact that many families pile a mo 
tor into the trunk of the family car 
when yoing Vacationing and rent a 
boat at their destination, In addition 
many boats now are powered with 
two motor 


The challenge: 
\luminum help expand the market 


How can Kaiser 
for aluminum boats and motors? 
The team of Kaiser Aluminum and 
Young & Rubicam men investigated 
the extent to which fabricators and 
dealers were prepared to take ad 
vantage of the opportunity to sell 
more aluminum boats and motors. 
lhey ittended boat shows; spoke to 
con 1rie! 


deale rs 


Ihe industry is 


; visited manufacturers and 


largely made up 


of relatively small fabricators, some 


35 to 40 of them, spread across the 


nation They place their products 


through a rather unusual group of 
dealers, men whose businesses have 
grown so rapidly, often from small 
bait and tackle shops, that they have 
hardly had a chance to catch up with 
happened to them. 


The Kaiser 


what has 
Aluminum team fo ind 
there was: 


1. profound lack of knowledge con 


cerning the advantages of aluminum 


boats at both dealer and consumet 
le vels: 
ibsence of merchandising activity 


on the part of the dealer. 
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The fabricators were not in a posi 
tion to do much towards the solution 
of either problem because of rela 
tively restricted budgets. But what 
about the supplier ? 

Kaiser Aluminum 
findings and outlined a program of 
strong industry support, to include: 
trade ) : 


i onsidered its 


advertising (consumer and 
point of purchase promotion; deale1 
education and dealer tools. A second 
phase of the program dealt with mer 
chandising this campaign to the deal 
ers; a third, with a spectacular presen 
tation of the entire undertaking to the 
boat fabricators. 


Step |—Advertising 


April is the regular “fitting out’’ 
month in the boating trade. During 
that month the Kaiser Aluminum 
Hour (NBC-TV network) gave two 
dates, the 9th and 23rd, to what was 
described to the trade as “the most 
exciting aluminum boat promotion 
ever to hit the industry!” The theme: 
“Boating’s fun for everyone... in 
a carefree aluminum boat!” The com 
mercials tied the local dealer in by 
urging viewers to seek the help and 
advice of their “marine dealer” in 
choosing a boat, motor, or accessories. 
At the same time, double-truck space 
was taken in the major boating maga 
zines (Motor Boating, Outboard, 
Field and Stream). The same theme 
was emphasized, with pictures telling 
most of the story of benefits, (“‘easy 
upkeep,” “strong & durable,” “light 
weight,” “built-in safety”). 


Step 2—Dealer Education 


‘The really big problem was help- 
ing a dealer, often more interested in 
tinkering in the shop than in selling, 
to become a more active merchandiser. 
Kaiser Aluminum tackled this first 
of all with a merchandising kit which 
it dispatched to the country’s 5,000 
or so major dealers in aluminum boats. 


WHEN INCOME IS 
WIDELY DISTRIBUTED! 


A breakdown of occupations 
of boat owners in 1956 shows 
that a rich man’s hobby has 
now become a popular sport and 
family recreation: 


Skilled workers 37.1% 
Clerical and sales 
personnel 
Managers and 
proprietors 13.3% 
Professional people 12.5% 
Semi-skilled workers .. 8.9% 
4.9% 
6.5% 


16.8% 


Farmers 
Others 


The kit does two things: 1. provides 
a primer of information and aid for 
the dealer who wants to do a better 
selling job on aluminum boats; 2. 
supplies point-of-purchase aids that 
would sell the consumer even without 
much, if any, assistance from the 
dealer. 

The primer is in the form of a 12 
page brochure, “Put Your Best Boat 
Forward Lead Off With Alum- 
inum.” The booklet cites industry 
figures and shows a chart of gains 
being made by aluminum in the pleas 
ure boat field. (““They’re selling like 
hot cakes 120,000 aluminum 
boats were rung up on the cash 
register last year; over 140,000 will 
be sold this year.”) Forecasting the 
sales leap aluminum boats are likely 
to take by 1965, dealers are promised, 
“Thar’s gold in them thar hulls. And 
the dealer who knows his _ boats 
(aluminum boats, that is,) will be 
the dealer who knocks down the most 
nuggets.” 

In simple language, with humorous 
illustration, dealers are told “How 
to cash in on aluminum boats” and 
“How to convince a _ doubting 
Thomas.” Questions and 
show how to handle the tough cus- 
tomer who knows exactly why no one 
would ever get him to buy an alum- 
inum boat. 

Example: “An old salt told me that 
salt water and aluminum boats don’t 
mix. What’s the story on corrosion?” 
The answer is worth quoting in de- 
tail to show how a valid objection is 
met head on: “Just after the war, 
when plenty of aircraft aluminum 
was around for the grabbing, some 
boat manufacturers used it for mak 
ing aluminum boats. The alloys used 
for aircraft and those used for boats 
are entirely different. Aircraft alloys 
have no built-in protection against 
salt water corrosion. Marine alloys 
do. Now, most aluminum boats are 
made with corrosion-resistant alloys, 
making them as serviceable in salt 
water as in fresh.”’ After a little more 
information comes this clincher : “The 
National Bureau of Standards has 
found that aluminum alloys have suc- 
cessfully resisted exposure to salt 
water for as long as 20 years.” 

On safety of aluminum boats: “The 
world’s greatest ocean liners are 
equipped with aluminum life boats, 
fully approved by the U.S. Coast 
Guard and in general use since 1936.” 
Other customer objections, such as 
alleged ease of denting, noise, and heat 
due to sun reflection, are punctured 
with expertly-presented facts. 

Another section of the brochure 
shows the dealer how to “Sell-em a 
motor, too.” The last spread presents 


answers 


(continued on page 46) 
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lf You Do Business in Oklahoma 


TELL YOUR STORY HERE 


SEMI-CENTENNIAL 
EDITIONS 


OIL, PETROCHEMICALS, 
AGRICULTURE, COMMERCE 
OCTOBER 13 


CITIES OF OKLAHOMA 
OCTOBER 20 


FINANCE, REAL ESTATE, 
TRANSPORTATION, 
SPORTS & TRAVEL 

OCTOBER 27 


RELIGION, SCHOOLS, 
HEALTH, MEDICINE, 
CIVIC CLUBS 
NOVEMBER 3 


OKLAHOMA CITY 
NOVEMBER 10 


SOM COmMTEmmiaL 
teitioms oF 


The Z aily 
V klahoman 


oct. .wov. tes? 


THE BAlhy OL dHOmAN 


el 


THE DAILY ORLAHOMAN 


OKLAHOMA 


YESTERDAY 


GREATER MAN 
Ck mn Ca 7, 


| 


TOMORROW 


Oklahoma’s 50th Anniversary as a state leaders, bankers, wholesale and retail trade 
offers you a unique advertising opportun- executives ...a regular Sunday audience 
ity, a chance to tell the story of your bus- of a quarter-million families — plus a 
iness and your part in Oklahoma’s growth bonus audience of 50,000 to 100,000 addi 


and economy and future. 

The Daily Oklahoman will publish five 
sparkling editions on five successive Sun- 
days — five Semi-Centennial editions tell- 
ing the Oklahoma story. These editions will 
be read, kept and referred to by business 


Oklahoma's Greatest Media 
in Circulation, In Prestige 


And In Buying Influence 


AUGUST 16, 1957 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


tional readeis throughout America. 


There is a place for you in the Semi- 
Centennial Editions — to tell your public 
relations, product or service story. Make 
your space reservation now! 


Published by 


Represented by 
The Katz Agency 


The Oklahoma Publishing Co 


The difference is that CONSTRUCTION 
QuiPMENT is published for just one pur 
pose—to help the man who buys. 


If a construction man has no buying inter- 
est, this magazine is not for him. 


Sut if he’s the man who makes the buying 
decision, it is. And he needs help. Look at 
the spot he’s on: his firm is committed 
to get a certain job done by a certain time. 
Thousands, maybe millions of dollars are 
at stake, 


He’s got to know, beforehand, exactly what 
machines work best in each type of job. 


He’s got to decide what equipment will 
speed the work, keep costs down. 


He’s got to weigh specialized, one-purpose 
equipment against more general-purpose 
machines. He has to figure whether to buy 
or rent. How much to pay. And what 
about equipment financing? Amortiza- 


tion’? Taxes? 


‘These and a hundred other buying prob- 
lems crop up every time a job is estimated, 
a contract awarded. And they all fall on 
the shoulders of the man who has or shares 
the responsibility for buying. This is the 
man CONSTRUCTION EQUIPMENT is edited 
for. 


How to find the buyer 


You might think he’d be hard to find, this 
buyer in the construction market. Well, he 
is. He has many titles. He is everywhere. 


1%: 


...and how does this difference help you 
sell construction equipment and materials? 


He may be a contractor, a producer of ma- 
terials, an engineer-employee of an indus- 
trial company or of a utility. He may be a 
highway official. Whoever he is, he’s always 
on the move. 


He’s hard to find, all right. There is only 
one practical way to find him and keep up 
with him... and that is through the man 
who calls on him day by day, week by 
week, the whole year long. That man is 
the salesman of the local equipment dis- 
tributor who handles construction ma- 
chines, materials, supplies. These salesmen 
blanket the country, earn their living by 
selling the construction market. To hold 
their jobs they’ve got to know who does 
the buying in their territories. Not by 
title. Not by function. By name. 


The cooperation of some 1,400 of these 
salesmen is obtained through franchise 
agreement with selected equipment dis- 
tributors in every part of the country. They 
pay to send CONSTRUCTION EQUIPMENT 
to their own best customers and prospects 

. and they hand-pick and maintain cir- 
culation among the right people. 


Permits editors to concentrate 


With the buyers located and named 
through this unique circulation method, 
the editors of CONSTRUCTION EQUIPMENT 
can concentrate on a single powerful com- 
mon interest...or if you will, common 
problem. They can focus their whole think- 
ing on supplying one vital ingredient with- 
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CONSTRUCTION EIQUIPMENT... 


AUGUST 


ié, 


out dilution concentrated information 
for the buyers of equipment and materials 


in the construction field. 


Other magazines by their own definition 
appeal to other interests... but ConstTruc- 
TION EQUIPMENT devotes every article, 
every item, to one interest, the need for 
complete buying information. 


This is why ConsTRUCTION EQuUIPMEN' 
publishes: 


® how-to-buy case studies of success- 
ful firms to provide step-by-step methods 
as to purchasing procedures, equipment 
financing, tax amortization, product value 
analysis. 


®& job application information to show 
specifically how a piece of equipment saves 
time, labor, money; how to use equipment 
to get best results; how to maintain it to 
get greatest output and longest service life. 


®@ a national buying barometer to 
measure market conditions that affect the 
price and availability of materials, equip- 
ment and supplies. 


@ product previews to describe new 
and improved products from the buyer's 
viewpoint ... to go beyond the what-it-is 
story and tell in detail what it will do to 
reduce costs and increase productivity. 


® buyers’ surveys to show the collec- 
tive thinking of equipment buyers on buy- 
ing problems of major importance. 
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These typify the articles that appear in 
CONSTRUCTION EQUIPMENT... but equally 
important, no other type of article or item 
ever appears. No personnel notes. No 
general news. No clambakes. Not even 
construction job write-ups unless they 
specifically help the reader to evaluate 
use or maintain the machines, materials 


or supplies he buys. 


Kdited only for buyers in the construction 
field... circulated only among buyers in 
the construction field .. . that’s what's dif- 
ferent about CONSTRUCTION EQUIPMENT. 
That’s why it should be the first magazine 
on any list if you sell to the construction 
market. 


Construction 
Equipment 


Salesmen's Earnings up 4.3% 


100% of total compensation, depending upon the 
type of compensation plan and the industry. Sales- 
men who receive bonuses and commissions are paid 
lower salaries than men who are on salary alone, 
but they earn more in terms of total compensation. 


men in Manutacturing companies 


more last year, on the average, than 
earned in 19 according to American Man 
ivement Asso ion’s second annual survey of sales 


ompensation 
\lore than four-fifths of the men included in the 


| 000 a year. The 


ry the report are based on earnings ot 26,000 


A combination of salary and bonus is the most 
earn between $5,000 and $1 popular method of paying salesmen; it is in use 
by 46.4% of the companies reporting. 


d more than 6,000 other sales personnel AMA's findings show how generally extra bene 


can and Canadian companies between fits All companies 


( ; ng 195° 7 : 
1956 and the spring of 1957, participating in the survey have group life insurance 


are now offered to salesmen. 


of the survey: 72% of the firms and group hospitalization coverage for salesmen, 


their salesmen bonuses and commis and more than 90% include salesmen in their pen 


MymMents ranyve rom ¢ 0) SIOT VANS, 
| t ge from 10% t i pl 


Pleasure Boats Materials Battle: Aluminum & Plastics vs. Wood 


p ‘ 


ial in the kit con 
dow banne erwire 
al elling 


ilso be ised i i 


di pl 1\ 


Manufacturer Tie-in 


Step 3 


n gummed 
ide name of 
notor The 
ind hape i 
n sup 


Hiny To! 
brand of boat. Deal 
idvised to use the stic ker 
window Ca h 

doo or d play boat 
Nowhere on any dealer dis 
erial there a hint of ad 


Aluminum. Not 


name appeared. 


registers 


campaign at the 
onsumer le was 


1} irket 


motors 


iluminum boats and 

extent that this was 

ccomplhi the company expected 

to benefit as supplier of the raw ma 
] 


Tell The Trade 


ind fabricators were 


Step 4 


iware of what was being 
for them in relation to promo 
of aluminum boats and motors. 

P | call 
ersonal calls on major factors in the 
t was one approa h Another 


il broadside illustrated 


said Stand by! 


to expand the 


{continued from page 42) 


for the boating industry's most 
exciting promotion... a promotion 
that will tell millions of people . . 
boating’s fun for everyone... in a 
.’ Adve 
tising support to be given by Kaiser 
\luminum was announced in head 


carefree aluminum boat 


line style, with colored cuts, and the 
text advised: “Full details and a com 
plete promotion and display kit will 
be coming your way soon from 
Kaiser Aluminum . the bright stal 
of metals.” 

After the mailing of the kit to deal 
ers, two-page advertising copy ap 
trade publication, 


’ 


peared in the 
“Boating Industry,” reminding deal 
ers to ask for a kit if they had not re 
ceived one. 

As the program got under way this 
summer, anothe: advertising spread 
featured photographs of dealers who 
had tied in with the program. 


A jam session for fabricators 
Preceding all this, Kaiser Alumi 


num did something that had never 
been done before in the boating in 
dustry. It invited major boat manu 
facturers from all over the United 
States to come to the company’s plant 
for a conference and demonstration 
session on the subject of enlarging the 
A char- 
tered plane flew the manufacturers 
to Spokane, Wash., in mid-March, 
well before the kick-off of the pro 
‘They were then taken on a 
tour of the Kaiser Aluminum Trent 
wood Rolling Mills that produces, the 
sheet aluminum which goes into the 
fabrication of the boats. 
introduced to the 
Metallurgical 
} 


how the company works to develop 


market for aluminum boats. 


gram. 


‘I hey were 
Department of 
Research and shown 


and pertect aluminum for their spe 


cial needs; how for example, such 
problems as salt water corrosion are 
being tackled. 

This provided the occasion for a 
semi-technical what 
Kaiser Aluminum is doing to help 
them as fabricators by improving the 
product they will receive, and digging 
into better ways of fabricating. ‘The 


seminar on 


trip itself was a pleasant experience 
for the manufacturers, but it was not 
Visitors 


session 


merely a good will outing. 
appreciated this real work 
that was planned to help them to 
make better boats, do a better job of 
selling the dealer, and help the dealer 
to sell. 

After a luncheon in Spokane, the 
Kaiser Aluminum promotion program 
described above was presented to the 
Then they were 
brought into a dummy display room 
to see how the promotion material 
would look in a well-set-up deale: 
display. 

This final demonstration was all 
that was needed to win the enthusi 
astic collaboration of the manufac- 
turers. ‘Che (happily) captive audi- 
ence went home via chartered plane, 
each individual carrying a handsome 
presentation book commemorating the 
visit. “The tab picked up by Kaiser 
Aluminum on this “boating industry 
convention” ran well into five fig 
ures, but the company’s promotion 


manufacturers. 


team already has ample evidence that 
it was a worth-while expenditure. 
Indications are that dealers also 
have been impressed by the opportuni 
ties pointed out to them. ‘They’re be 
ginning to cooperate to get their share 
of the growing market for aluminum 
boats and motors, and the pleasure 
which, industry 
people estimate, “can be listed almost 
™ The End 


boat ACCeESSOTIES 
without end 
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Woman's Day wins 
court decision 


Here are excerpts from 
Federal Judge William J. Campbell’s 
decision on Thursday, July 25th: 


Judge Campbell dismissed the charges against Woman’s Day, A&P, General Foods, 
Hunt Foods and Morton Salt, ruling ‘‘/ find absolutely no conduct on the part of any 
defendant that could, in any conceivable way, be construed as violative of any of the 
anti-trust laws.”’ 

In his 111-page opinion, Judge Campbell found that ‘‘Woman’s Day magazine met 
the test to which each of the Defendant Suppliers placed any magazine, passed it, and, as 
a consequence, each of the Defendant Suppliers placed their advertisements therein.” 

He observed that ‘‘Woman’s Day is accepted by the public as an excellent magazine 
and by established advertising agencies as an excellent advertising medium.”’ 

Judge Campbell also said, ‘‘Woman’s Day has always sold its advertising space 
including that sold to Defendant Suppliers, solely on its merits as advertising and on no 


other consideration.”’ 


Needless to say, we are gratified by this decision in During the last 17 months while this suit was in the 
the U.S. Federal Court, which affirms the independent court, we carried out a large-scale program to make 


position of WOMAN’s Day as an effective advertising WOMAN’S DAY a more attractive publication to the 
medium. consumer, and therefore to the advertiser. We have 


From its first issue, WoMAN’s Day has been sold to _—‘ directed the book more and more toward: the younger 


women on the basis of helpful ideas that would improve housewife. We have made it a smarter-looking boo 


their homemaking and home life. And from its very from cover to cover. We have brought in new ir 


first issue, WOMAN’S Day has always been sold to its new departments. And strong circulatio) 
advertisers on the basis of this 100‘. single-copy audi being registered with every issue 
ence of women who bought each copy of the magazine You will find that the WOMAN’S Day of today i 


for these helpful ideas. WOMAN’Ss Day has been sold to more vigorous editorial and advertising medium than 


Woman's Day 


its advertisers on this basis alone and no other. ever before. 
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47 Outlets You May Know Little About 


Club Plans have been established in almost all sections of the 
country. There are some 250 altogether, of which |0 are big, 
though figures are not available to rank them accurately. Because 
Club Plans ship by mail, prepaying postage, most of them are oper- 


ated within a single parcel post zone. Club plans are regional. 


Popular Merchandise Co., Inc 
1401 Maple Ave 
Fairlawn, N. J. 


Better Homes Club Plan, Inc 
238 Main St 
Cambridge, Mass 


Billie Burke Club Plan 
1139 Mulberry St 
Harrisburg, Pa 


Charm House Club Plan Co 
2272 Jericho Turnpike 
Garden City, a }eP 


Club Sales Co 
312 W. Superior St. 
Cleveland, Ohio 


Gracious Living, Inc. 
159 Mill St. 
Lonsdale, R. |. 


Leewal Co. 
33 New Bridge Rd. 
Bergenfield, N. J. 


Miller, Bain & Beyer 
1025 Arch St. 
Philadelphia, Pa. 


Wagner Bros. 
1300 N. Sixth St. 
Philadelphia, Pa. 


1752 State Rd 


Armin Sales Co. 
29 North St. 
Philadelphia, Pa. 


Becker & Becker 
934 Linden St. 
Allentown, Pa. 


Cuyahoga Falls, Ohio 


James Bell Co. 

(Grace Holmes Co.) 
2445 Vaux Hall Rd. 
Union, N. J. 


American Hostess Corp. 


C. H. Stuart Co. 
(Stuart Companies) 

Commercial Bldg. 

Newark, N. J. 


Signet Club Plan 
265 Third St. 
Cambridge, Mass. 


(Continued nm page 


Have Your Competitors Discovered 
Potential of Club Plans as Outlets? 


The Club Plan is a general retailer—a cross between a 


department store and a catalog—but it is not controlled 


by a manufacturer. Where else can your $10 item be 
bought on the installment plan? Here's what you need 
to know about this market, plus a list of plan operators. 


| here al 


nue of distribution that has been ex 


comparatively new ave 


panding by leaps and bounds in many 


ections of the country. Called the 


Club Plan, it should be added to the 

iper markets, variety stores, special 
ty stores, mail order chains, and de 
partment stores on most sales depart 
ments prospect lists today. 

Club Plans are a form of door-to 
door selling. But don’t confuse them 
with the plan of distribution of Avon 
Cosmetics, Fuller Brushes, Real Silk 
Hosiery, Charis 


manufacturer plans for direct. sales, 
Lhey often 


Corsets o1 other 


combine the social get 
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By JAMES C. CUMMING 


Vice-President, Anderson & Cairns, Inc. 


together .(Club Aluminum used this 
so successfully) with an installment 
plan of payment. But they are not 
controlled by manufacturers. “The 
modern Club Plan is a general re 
tailer—a cross between a department 
store and a catalog house. 

Here’s the way a typical Club Plan 
works: 


1. Heading each Club unit is a 
Club “Secretary.” 
between the company and the indi 


She acts as liaison 


vidual purchaser. 


» The company issues a catalog, 


specialized or general, depending on 
the type of merchandise handled. Bet 
ter Homes Club Plan, for example, 
specializes in home furnishings (tow 
els, sheets, curtains, housewares, rugs, 
furniture, dinnerware) but at least 
90 of the 470 pages in its catalog are 
devoted to men’s, women’s and chil 
dren’s clothing. Grace Holmes Club 
Plan is also strong in household items 
but clothing gets 50 of its 230 cata 
log-pages. Popular Club Plan has a 
broad range of goods, from ready-to 
wear through home furnishings, listed 
illustrated 


in a 276-page, lavishly 


be nf »k . 
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Professional-looking 
do-it-yourself sales 
presentation does it with 


UNIQUE VPD SELL-IT-KIT COMES COMPLETE 
SELLS FOR ONLY $8.95 


New York, of 
vPO Sell-it Kit includes 
l-looking sales presenta: 
do-it yourself kit offers: 


of 
Available from the Joshuo Meler Co 
from stationery declers, —" 
everything to make professio 


tions. Just look whet this new 


Sheets 
4d Movers 
vPO Spel-B ander on ot 
iMystrotion ond Graph Rule ct a 
—e Ruler ond Dress Up Oev 


Guide 
vail FF se Tiggue Layout Ovides 


Ag \ Lg ma 


sooutt 
own visual peesenta’ ow 


ove 

ro mane ¥ 
ame “HOW 

and & ALY 


@y ACETATE SHEETING 
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JOSHUA MEIER’S VPD SELL-IT-KIT DEPENDS ON ACETATE 
FOR BETTER VISIBILITY, PROTECTION, DISPLAY 


There's no better material for enhancing visual 
appearances ... for stimulating sales... than 
Celanese acetate. Because of this, acetate is.most 
widely used where sales appeal shows immedi 
ate results. 

Joshua Meier's VPD Sell-It-Kit is a good ex 
ample of this. It depends on acetate’s sparkling 
grainless clarity to help you tell a clear sales 
story. And because acetate stays flat, can be eas 
ily cleaned, sales presentations remain fresh look 
ing -retain full selling impact, even after long use. 

Celanese acetate has proved itself the perfect 
material for making better first impressions, for 
visual selling—that’s why so many manufacturers 
use acetate in entire lines of sales presentations 
and visual recording systems. 

Celanese Corporation of America, Plastics Divi 
sion, Dept. 173H, 744 Broad Street, Newark 2, N. J 
Canadian Affiliate: Canadian Chemical Co., 
Limited, Montreal, Toronto, Vancouver. 


A 


“RIGHT IN THE 
CENTER of THINGS” 


MONTREAL 
6 


| BUFFALO 
as 
NY 


THRUWAY 


NEW YORK 
* 


Often a salesman will tell us, “I like to cover Troy, 
New York, because it is RIGHT IN THE CENTER OF 
THINGS.” 

Yes, Troy lies between the New York Thruway and 
the Massachusetts Turnpike, It’s a hub for travel, trade 
and distribution, whether you are heading north to 
Montreal, west to Buffalo, east to Boston or south to 
New York. 

Its excellent geographical location brings more people 
to our market on Dollar Days, Clover Days, and every 
reyular buying day. 

That is why we expect RETAIL SALES in the TROY 
CITY ZONE to reach $155,245,000 this year, five and a 
half million more than last. Our EFFECTIVE BUY- 
ING INCOME is estimated to be $218,379,000 or six and 
a half million more than last year. 

Be sure your advertising budget includes the rich 
TROY, NEW YORK MARKET. 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD THE TIMES RECORD 
TROY, NEW YORK 


3. ‘The catalog is sent only to the 
Secretary, not to “members.” It is 
her job to show the catalog to friends 
and acquaintances who may become 
members, and to get and send in their 


orders. 


4. The size of the order that must 
be placed to qualify as a member is 
the same in practically all clubs. In 
Popular, Grace Holmes and Better 
Homes, a membership is, by defini 
tion, a $10 order. A $20 order is two 
memberships; a $30 order, three. A 
Better Homes Club consists of at 
least five members; a Popular Club 
starts with ten memberships. As soon 
as one club is completed, the Secretary 
sends in the order. 


5. Payments of $1 a week are made 
by members to the Secretary. ‘These 
payments are transmitted to the com- 
pany immediately, and goods are 
shipped as soon as the cash is received. 
Thus, the first member of a Club 
will get her merchandise almost im 
mediately; the last member will have 
to wait ten weeks for hers. ‘This 
seems to create no problems, however. 


6. The Secretary is able to offer 
an important inducement to members 
to buy through her Club, in addition 
to the $1 a week installment plan. 
Free goods are available with every 
order. ‘The woman who gives her 
Popular Club Secretary a $10 order, 
for example, may choose from such 
additional free items as self-wringing 
mops, skillets, braided cotton rugs, 
blouses, slips, stockings,  billfolds, 
Evershdrp pen and pencil sets, and 
similar items. “The $20 order gives 
the member a choice of two of these 
“single-dividend” items or a “double 
dividend” number. Included among 
these are zipper jackets, electric 
shavers, jewel boxes, 18-piece glass 
luncheon sets,, bedspreads, kitchen 
clocks, singing kettles and even cam 
eras. As a reward for a $30 order 
there’s a stepped-up choice of “triple 
dividends,” including electric perco 
lators, sets of stainless steel flatware, 
electric broilers. 


7. What does the Secretary get out 
of it? Popular gives her a credit of 
10%, redeemable in merchandise, for 
every Club she completes. (Remem 
ber that a Club is completed, and dis 
solves, when the last payment on an 
order has been made by the members 
and the last goods shipped. A new 
Club is formed when a new order is 
placed.) Grace Holmes credits the 
Secretary with a $2.50 “Reward 
Credit,” redeemable in merchandise, 
for each $10 Club member. Better 
Homes also gives her a reward of 
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$2.50 in merchandise for each $10 
order, $5 in merchandise for each 
$20 order and $7.50 in merchandise 
for each $30 order. 


Perhaps the operation of a Club 
Plan seems complicated to you. It 
doesn’t to the Secretaries! They fig 
ure it out fast enough and really get 
behind it. They are so enthusiastic, 
in fact, that most of them don’t stop 
with working for a single Club Plan. 
They get the books of three or four 
and take orders across the board. 
This means that many Secretaries 
may have Clubs running with several 
companies at the same time. 


A Nine-Figure Market 


So popular have Club Plans be- 
come that it has been estimated that 
25% of the families in some states, 
such as Connecticut, are or have been 
Club Plan members. Furthermore, 
Club Plan sales must run well over 
$100 million a year in the North 
Atlantic and New England States 
alone. 

Why, then, have you heard so little 
about this interesting plan of distri 
bution? Probably because-~you make 
your headquarters in a large city. 
Club Plans seem to be especially pop 
ular with residents of smaller cities 
and towns. ‘This has been explained 
on the ground that people in larger 
cities have a more sophisticated ap 
proach to buying. ‘They spend more 
time in stores, have a greater number 
of stores and wider varieties of mer- 
chandise to select from. In smaller 
towns the Club becomes a social me 
dium. Friends get together, children 
and all, look over the catalog, discuss 
items, make their selections and gen- 
erally have a chance to be sociable. 
Since they haven’t the stores that are 
available in the large cities, and since 
children often make shopping diff 
cult, the Club Plan offers them an 
opportunity to buy conveniently 
plus the added inducements of mer 
chandise dividends and a built-in easy 
payment plan. 

Specifically, what are the advan 
tages for you in Club Plan distribu 
tion? 


First, and most important, it gives 
you access to a new and additional 
market that you may not, at present, 
be reaching at all. Unless you’re in 
the Club Plan catalogs your com 
petitors may be getting a lot of ex- 
cellent business that might as well be 
yours, 


Second, it gives you the opportunity 
to promote your own brand name. 


The Club Plans like branded mer 
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"Cross 
town 


5 


CALL YOUR ALLIED MOVER 
...hes the No.| Specialist 


Ask your Allied Mover for a copy of “Before You Move.” See 
yellow pages of your phone book, or write Allied Van Lines, Inc 


Broadview, Illinois 


ALLIED VAN LINES «© WORLD'S LARGEST LONG-DISTANCE MOVERS 
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Better Brushes, Inc. 
9 Church St 


Palmer, Mass 


Bostonian Club Plan 
89 Bickford St 
Jamaica Plain, Mass 


Budget Club Plan, Inc 
286 Fifth Ave. 
New York, N. Y. 


Cape Cod Quilt Club, Inc. 
P.O. 431 
Taunton, Mass 


Colon al Club Plan 
St 


Mass 


Colony Hall Style Club 
3301 Colerain Ave 
Cincinnati, Ohio 

Co »perative Home Club Plan 
40 Walter Ave 

Brookline, Mass 


47 Outlets You May Know Little About 


(continued from page 48) 


Easterling Co., Inc. Ideal Home Equipment Co. Ronald Parties, Ltd. 


330 S. Wells St 37 Broad St. 
Chicago, III Providence, R. I. 


Fashion Homes Club Plan Landis & Landis 
387 Charles St Womelsdorf, Pa. 
Providence, R, | 


Mutual Home Club Plan 


Fine Arts Sterling & China 316 Washington St. 
12 S. 12th St. Brookline, Mass. 
Philadelphia, Pa. 

N. E. Club Sales Co 
Garden State Merchandise Club 126 Salem St. 
1004 Broadway Malden, Mass. 
Camden N J 


North Penn Club Plan 


Goodwin Club Lansdale, Pa 


8 Catherine St. 


Utica. N.Y Pretty Penny Home Club Plan Vita Craft Corp 


5814 Ellsworth Ave. 
H. J. Grossman Pittsburgh, Pa. 
Mt. Carmel, Pa. 

Quality House 
Homemaker's Club 222 Fourth Ave. 
26 N. Virginia Ave. New York, N. Y. 
Atlantic City N. J. 


Reading Wholesale Dry Goods = Mrs. Arnett Club Plan 


House of Charm 1220 Center St 
Camden, N. J Reading, Pa 


5960 Hochelaga St. 
Montreal, Canada 


Harvey E. Smith Club Plan 
York, Pa. 


Sandra Lane Style Club 
300 Chancellor Ave. 
Newark, New Jersey 


Sattler's Club Plan 


Allentown, Pa. 


Thrifty Home Club Plan 
29 Farnsworth St 
Boston, Mass. 


4125 Penn St. 
Kansas City, Mo. 


Western Textile Co. 
60 White St. 
New York, N. Y. 


411 S. Sangamon St. 
Chicago 7, Ill. 
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ngton COMING SOON 
Pe il | 
lols in Sales Management: 


roage 


saene A new study of current costs of 


nastet keeping salesmen in the field. 


dcrest 


Rain A look at men with “marketing” 
onson titles—and analysis of their 


functions. 


inde 
Pearl 


“STs, 


with 
‘The 


your 


A what-happened report on the 
West Coast promotion spon 
italog sored jointly by Life magazine 
uir of and McKesson & Robbins. 


ell 


Fourth, because they have the cata- 
log and its carefully spelled-out sell 
ing points, Club Plan Secretaries are 
in a position to do a better selling job 
on your product than most of today’s 
retail salespeople can do. What's 
more, because of the leisurely, un 
hurried manner in which a Club 
Plan sale is made, they have more 
time to explain why your merchan 
dise is better than that of your com- 
petition. 


Fifth, the Club Plans keep follow 
ing up on their Secretaries and mem 
bers. ‘They have their own house 
organs through which the company 
keeps in touch with its people in the 
field. ‘The house organs keep plug- 
ging specific items yours among 
them in advertising and in the 
editorial columns. 


Sixth, the easy payment plan is one 
that probably is not available for your 
product (if it’s a low-ticket item) 
through any other area of distribu 
tion. Where else can a $10 item be 
bought on the installment plan? 

The End 
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Soon now, Sales Management's 
‘smash hit" will reach you~ — 
the annual September 10 Business 
Gift Issue. Colorful, thick, it has be- 
come the most reliable source of 
business gift suggestions published. 
You'll find the Gift Issue immedi- 
ately useful in planning your Christ- 
mas gift program, but you'll want 
to refer to the Gift Issue often dur- 
ing the year ahead . . . it will be 
an invaluable guide in your selec- 
tion of gifts for incentive programs, 
for anniversaries, for openings and 
shows, or the all-important em- 
ploye-relations job. Our records in- 


dicate that annually more than . 


six-million dollars in corporate gift 
purchases are based on Sales 


Management's business gift pub- 


lishing services. . 


Tee @acaciat of manaettiag 
Chicag Santa Barbara 
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How Kangaroo Eggs Hatch 


But we're 


ild happen to you 


Va iwhan udve! 


now he 
Doubleday & Co 
publishes | 


| | 
K WOOK 


ad now they e yoing 
oT , per 
book lhe 


tH? 


Who 


} 
a) 


’ 


ahead of our story. 
unlikely 


Australia) staged 


Qantas, a true but name 
for an airline (to 
a contest to pick a name for its Supet 


‘The 


” ' 
1955 kangaroo.” Imagine! 


Constellations. prize: “a new 

Ihe contest cost a paltry $11,000 
and the airline people decided The 
New Yorker was the place to place 
ts ads \ nice little girl in a New 
York City won the kan 


garoo, Qantas was pleased and wrote 


apartment 


i fan letter to the magazine 


Th ff Yorker 


\ W ho 


wouldn’t?) puffed up and sent out a 
promotion brochure. Sam didn’t ente1 
the contest, but he did get a copy of 
the ad brochure. He 
associates: “This is 
we can swipe this idea and sell books.” 


said to his 
great for us 


His associates hooted. 

Sam's publicity man said, “Write 
a book about it.”’ Sam did, on the 
bus going home. He read his notes to 
and Jeffrey, 7. 
laughed and laughed. 

So Sam _ has 
salesmen and runs ads as well. The 
New Yorker tossed a cocktail party 
for him at the St. Regis Hotel. Now 
Sam has a kangaroo, too. The End 


Leslie Jane, 5: | hey 


become boss ot 34 


All postmarks are actua/ re productions 


Grit sells! That’s why 


it ranks sixth among magazines 


in new-car lineage* 


Auto advertisers and their agencies know that you 
can't sell America unless you sell the nonsuburban 
small towns 

That's why they schedule healthy Grit cam 
paigns. For Grit is a weekly habit in 16,000 small 
towns coast-to-coast. Of its 850,000 circulation, 
59°, is concentrated in towns under 2500. Here is 
America’s least exploited market because it is 
hardest toreach... yet it is highly profitable when 
cultivated 


Grit will sell for you, too. Year after year, the 
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Grit Reader Survey demonstrates that Grit-adver- 
tised products have a profitable edge in Grit 
reading small towns 

Your consistent big-space Grit campaign will cost 
less per year than a single color page in one issue of 
some mass media. This low-cost advertising invest- 


ment is sure to pay you a big dividend in extra sales! 


* Publishers’ loformation Bureau figures for 


Grit Publishing Co., Williamsport, Pa e Rey ented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia, and by 


Doyle & Hawley in Los Angeles and San Francisco 


Here’s an 
to help industrial advertisers 
spot MILL & FACTORY’s unique values 


offered by no other publication 


“MILL & FACTORY...serving 
Production and Maintenance Engineering” 


Every successful advertising medium is one that has carved out a special niche 
for itself; that has elements that differ from every other medium. The advertiser’s 
job is to identify those differences and determine whether or not they offer 
exclusive advantages that will help him market his particular product. This 
label identifies Mitt & Factory as serving Production and Maintenance 
Engineering, and best describes this important group which is served exclusively 
by no other publication. 


The word “engineering” describes the editorial scope of MILL & Factory and 
pinpoints the fact that its circulation is made up of engineering men in produc- 
tion and maintenance. These men are nof the top operating management in their 
companies but are directly responsible for solving the engineering problems in 
both production and maintenance. 


Mill & Factory is the only 
publication edited 
100% for the men directly 
responsible for the 


PRODUCTION & 
MAINTENANCE 


metenpihbcintrs methods, the equipment 


and the supplies 
used in production and 
maintenance. 
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How we 


know 


who thre © fell are 


The industrial distributors’ salesmen, who build and maintain MILL & 
FACTORY'’S circulation, limit its readers to the men in each worthwhile plant 
whom they have to see to sell. They have no interest whatever in anyone else. 
They are not interested in operating management who are concerned primarily 
with management policy —administrative and financial problems, pension 
plans, insurance, plant locations, over-all operating considerations, etc. The 
products sold by these distributors are used almost exclusively in production 
and/or maintenance...the machines, tools, materials-handling equipment, 
electrical power and transmission equipment, lubricants, steam specialties, etc., 
that are used in production or maintenance or both. 


The readers of MiILt & FAactory...the men the distributors’ sales engineers 
see to sell... are the men concerned with production and maintenance engi- 
neering right out in the plant... the men who see that the work gets done; the 
men responsible for improved methods and the adoption of cost-saving ma 
chines and equipment. MILL & Factory is deliberately designed to help these 
men solve their immediate engineering problems — of reducing costs in pro 
duction and maintenance with practical, tested working methods 


To get a first-hand picture of just who these men are and what they buy and 
how they're sold, we urge you to pick up the June issue of MILL & FACTORY 
which describes one hundred case studies of actual sales of products by distrib 
utors’ salesmen. Each case tells why the product was bought and, in most cases, 
who the man was who was seen by the distributor’s salesman and persuaded to 
specify the product. A few minutes with this June issue and you'll be able to 
visualize the type of men you reach through MILL & Factory... you'll feel 
better acquainted with the men engaged in production and maintenance engi 
neering who specify and buy the products used in those departments 


You'll see why MILL & Factory is the only publication devoted exclusively to 
this important buying group and provides this unique opportunity for industrial 


marketers. 
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Mill ¢ Factory 


Serving production and maintenance engineering —the men, 


regardless of title, industrial salesmen must see to sell. 


A Conover-Mast Publication Ng P EEZ) 


205 East 42nd Street, New York 17, New York 


Brisk Sales Gains 
Follow When Koret 
Dealers Adopt “MSU” 


In an industry in which selling is traditionally 


opportunistic, irrational and hazardous for manu- 


facturer and retailer alike, a sports apparel firm 


comes up with a sane merchandising plan. Its initial 


letters stand for the words "Multiple Selling Unit." 


oman went 
department of 

ne day in April intent on find 

irt costing between SILO 

When he left the tore 

lates he had bought 


coord nated 


casual sk 


than S100 
he walked if ery 
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planned | irchase - she 


instead 


toa elling concept 


KORET’s fashion representatives cali on re- 
tailers regularly to demonstrate coordination 
of garments and accessories for multiple sales. 


developed by Koret of 
Inc., called the 
Unit.’ 

Koret manutactures 
portswear, Mervin N, 
promotion manager, explains: “MSU 
makes it possible lor customers to se 


California, 
“Multiple Selling 

diversified 
Brown, sales 


lect a complete wardrobe of coordin 
ated separates two to 30 items 
within nine minutes, lhe concept 


launches “fashion — self-service. It 
helps retailers move not only Koret’s 
garments, but a host of accessories 


trom other departments. Koret gives 


SAN FRANCISCO CABLE CARS form the principal motif of Koret displays, 


but they are functional as well as decorative 


They hold and help the customer 


coordinate separates by color and style and to select complete wardrobe. 


it support with fixtures, sales tools 
and a program to make it work to 
the limit, the year ‘round. 

Koret, in a survey of the first 10% 
of stores to install MSU units, found 
increases of 233 to 703% in whole 
sale orders from them during the 
first quarter of this year, compared 
with the same period in 1956. 

At the Bon Marche in ‘Tacoma, 
Wash., one of two test stores which 
installed the Multiple Selling Unit 
during the research period (last 
July), MSU has increased the avert 
age sportswear sale per customer by 
27%. Vhe department is now 50% 
ahead of the whole store in average 
sales per customer. 

Sixty-two dealers across the coun 
try have adopted the MSU plan since 
January 1 of this year, when it was 
launched full scale. All show a great 
ly improved profit picture on Koret 
of California merchandise. ‘The rea 
sons: 

1. increased item sales per cus 
tomer ; 

decreased selling time per item; 

diminished inventory work load 
and instantaneous pegging of stock 
needs ; 

4. better control of peak 
periods with maximum customer sat 
isfaction through self-service features. 

And these are only a few of the 
benefits to a retail operator who takes 
full advantage of the tools and pro 


selling 


gram. 
What is MSU? 
The key to the system is a color 


coding device (patent applied for) 
which makes it possible for customers 
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America’s future growth, and your sales 


growth, depend upon this interest. Now 


you can reach all... regardless of 


industry, title or function within the Original 
Equipment Market... who participate in 
product design, research and development 
... by using a single magazine whose 
editorial content is focused on this interest. 
Published weekly ... DESIGN EDITION, 
every other week... RESEARCH 

AND DEVELOPMENT EDITION, 


alternate weeks. 


design engineers 
MAKE MARKETS GROW... 


MAKES SALES GROW... 


* 


V Actually, effective buying income of re than $2.7 billi 
nS ee a ri e THE SACRAMENTO BEE 


¥ More than twice the retail sales of Indianapolis metropolitan area 


/ Not covered by San Francisco and Los Angeles newspapers * THE MODESTO BEE 


It takes the 3 Bees to carry your sales message into California’s 

) ~ 
rich inland valley. Valley families, cut off from the coast by THE FRESNO BEE 
mountains, read their own local papers. There’s where you By 
should tell them about your product. 


Data Source: Sales Management's 1957 Copyrighted Survey 


ATIONAL REPRESEN 
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to find their size in a chosen garment 
at a glance. Each size is designated 
by a different colored plastic clip at 
tached to the hanget holding the val 
ment. With this system, sportswea1 
coordinates can be displayed in re 
lated color groupings rather than by 
style and size. 

Color Code Kit 
compartmented 
1,000 clips; Colo 


Code Plaques for display (these in- 


Stores receive the 
which — includes a 
plastic box with 
form customers of the code, show a 
woman how to “choose-it-herself’’), 


and a simple instruction sheet for 
store personnel, 

Koret makes these fixtures avail 
able at about cost average installa 
“cable 


(an ovable rack whic h 
holds the whole line); wall bins in 


tion runs $250 to $350): a 


car costumer” 


cable cars; a circular 
multi tiered revol Ing knit bar just 
like a big lazy 


able Cal 


the form of 
susan) ; small model 
identifiers; free-form San 
Francisco scenics Tor decorative lis 
play backgrounds; cable-car wall pa 
per tor dressing rooms 

‘The cable car is Koret ot! 
trademark. As 


) “ 
Brown points out, “It imme 


Cali 
fornia’s used in the 
display S 
diately establishes a point of interest 
for the shopper in a sportswear de 
partment. Ihe San Francisco identi 
fication attracts under 


clothes 


people and 
‘Casual 


, 


scores) our slogan 

with a cosmopolitan all 
The average MSI 

( ible-cat 


a cable-« if 


Store puts in 
wall bins al 
{ hold 


number of 


three or four 
knit bar 


ing 120 garments), any 


costumer 


cable-car identifiers for Spot use and 
two San Francisco scenes, usually tied 
in with the “Koret of California” de 
partment sign. ‘The cable-car wall pa 
per dresses up the fitting rooms and 
in some stores used for department 
decorative panels as well. Some store 


aided by Koret will 


carry the San Francisco theme a lot 


display people 


further for special promotions or 
events. 


MSU is 


store § top management by Koret’s re 


initially presented to the 


to emphasize 
MSI 
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the neu comple x<ion which 
es to read 


rant 
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mere promotion that fi ures arn 


explains that the plan 5 no 


Color Codes are merely the parapher 
nalia that make VISI work 
The retailer not committed to 
amount of merchan 
But Koret stresses that 
stock maintenance and follow up on 
tal for sales results 
and full pront benefits 


Koret’s 36 salesmen 


any specifi 
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pron otions are 
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| 
are briefed on the new selling con ept 
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to see that stock is balanced in color 
Meetings are held 


department heads and 


and sizes. with 


buyers, sales 
! 
personnel to explain and demonstrat 


the ‘‘maximum milage’ to be obtained 


MSU. 


trom 


Koret's Fashion Representatives 
When the San 


facturer first conceived the 
was obvious that follow-up would be 
necessary if retailers were to ge 
benefit from it. A 
representatives was trained 
purpose, L hese women work 
the New York, Chicago and San 
I rancisco regional ofhces of the con 
pany, traveling constantly in order to 
service each MSI 
times a year. 
They explain MSU to 
sonnel and offer merchandising ig 
They ict 


as fashion consultants for customers, 


store thr 


gestions to the sales staff 


stage fashion shows and special pro 
motions in the stores, and are avail 
able for local television and rad n 
terviews on behalf of a Koret store 
Because their function is service 
rather than selling—the VMISU fash 
ion representatives are valued by the 
building 


retailer for thei help i 
a clientele. The 


job include che king to see that mer 


up 
mechanics of thei 
chandise is properly sectioned and 
color-coded and that the \ ‘1m 1S 
being correctly used to secure multi 
ple selling advantages 


‘l hey 


in the 


ile speople 


also indoctrinate 
mix-and-match principle 
fashion and the endless possibilitie 
of suggestion selling 


‘I he Koret 


sentative either wears a Koret 


One technique: repre 
yuthit 
or works with a prote sional model 


attired in the ensemble She then 


demonstrates how to accesso! > the 
costume, using wares from other de 


partments In the store 


Incentives Maintain Interest 


Koret. of 
i flexible 


t 


rore salespeople 


California has designed 


system or incentives ! 
‘These 

to stimulate retail emplo es 

the sale from one or two cooré 
tems into an entire sportswear 
robe. Contests point systems and 
compensation have 


in detail by tl 


equitable 
worked out 
turer. 

If the new plan initiated b 
is calculated to advance “fashion 
4) I 

ilesper 


hoppe 


a woman 


dressing room to try on the garn 
she has chosen By eliminating 
danger of losing frustrated, impatient 


shoppers, the system makes it po 
to keep each customer interested 
occupied until she can rece e the 
attention of a sale 

ible > Ce h salespe reson 

more effective job with more 


ers while enlarging unit sale 


Year ‘Round Continuity 
MIS 


nated with Koret is the firm's cont 


\ major reason why 


ous program oft fashion produc 
\s one ot the first manutacturet 
help retail Customers bre ik ou 
the seasonal “feast or tamune 
whi h beset the apparel mdustry 
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Research Continues 


A full year of research went into 
developing the MISI program Vian 
of the fixtures had to be red 
alter prelin nat 


testing 


tations are being made 
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nterest and newne Brown pon 
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Store managements are enthusiashi 
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That’s a pretty personal question, 
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but almost 700 of the country’s leading advertising executives answered it — when TIDE asked it. 


What time of the year do you do your media buying? Has the pattern changed in the last five years? 
Do you buy piecemeal or all at one time? How often do you review your budget? That's a pretty tough 
bunch of questions, but almost 700 of the country’s leading advertising executives answered them — 
when TIDE asked them. 


Every month of the year, the editors of TIDE ask a hand-picked list of more than 1,000 top executives . 
a list of | Controversial questions Ry Personal questions @ vopical questions. 


Every month of the year, 600 to 700 of these top executives take the time and trouble to answer 
each question carefully. The result is the most complete and representative sample of the best think- 
ing in the advertising business ever made available. It is a direct pipeline to the minds of the people 
who do the planning and fix the strategems for many millions of advertising dollars. 


Every issue of TIDE carries extensive editorial material on what these important people think, how 
they work, what they are like, how they live, what they want, and what they want to know. You 
might say that 700 top advertising executives are looking over the editor's shoulder as he plans 
every issue of TIDE. 


Sam M. Ballard, President John L. Johnstone, Jr., William &. Pank, Vice Pres 
Geyer Advertising, Inc. Vice Pres. and Gen. Mgr Calkins & Holden 
George W. Bamberger, Vice Pres. Lombert & Feasley, Inc Nick Popa, PR Director 
Gardner Advertising Co Roy B. Johnston, Advertising Mgr Byer & Bowman Advertising Agency 
Barney Brienza, Advertising Dir. National Steel Corp Seymour S. Preston, Jr., Vice Pres 
Pabst Brewing Co. Ernest A. Jones, President Arndt, Preston, Chapin, Lamb & Keen 
C. M. Donnelly, Mgr. Advig. & Sis. Prom MacManus, John & Adams, Inc Charles Rosen, Exec. Vice. Pres. 
General Electric Co. Philip Kelly, Mktg. Vice Pres W. B. Doner & Co. 
A. W. Fargo, Jr., Vice Pres Calvert Distillers Corp Edward H. Russell, 
Charles W. Hoyt Co,. Inc. M. M. Masterpool, Vice Pres. Plans Bd, 
Neil A. Gallagher, Sr., Vice Pres. Mgr. Advertising & Pub. Biddle Advertising Co., 
Charles L. Rumrill & Co., Inc. General Electric Co George W. Sutton, Advertising Mgr. 
Bernhard Goldberg, Advertising Mgr. Alan R. McGinnis, Pres. and Treas Schenley International Corp. 
Schenley Import Co. Klau Van Pietersom-Dunlap, Inc 5. R. Tedford, 
John E. Goulet, Vice Pres Neal Nyland, Vice Pres Mgr. Advig. & Sis. Prom. 
Meldrum & Fewsmith Geyer Advertising, Inc General Electric Co. 


These executives and more than 1,000 others will help edit TIDE every month and their experience 
and knowledge will be available to TIDE’s readers. These are the people we are proud to call the 


ADVERTISING LEADERSHIP PANEL 


THE MAGAZINE FOR ADVERTISING EXECUTIVES 


386 Fourth Ave., New York 16,N. Y. @ 333 N. Michigan Ave., Chicago i, Ill. @ 15€. dela Guerra, Santa Barbara, Cal 
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ONE OF THE 


FIRST 100 MARKETS 
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now available 
daily in 
MOLINE DISPATCH 
and 
ROCK ISLAND ARGUS 


QUAD.CITIES’ LARGEST 
COMBINED DAILY CIRCULATION 


MOLINE 
DISPATCH 


OCK ISLAND 
ARGUS 


REPRESENTED BY ALLEN-KLAPP CO, 


(continued from page 6! 
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e, enable the sales 

a glance; enable 

mmediately wh 1 SIZES 
eplenishing And i} 

ento! rks can check for tock 
minutes where tor 

/ 


ilan ( na iew 

nerly two hours were require 
Brown detines MS| 

ryanization i 

the styling 

people put infinite ef 

nto the creation of an 

But what happens be 

reation oft the package 

ind it mpact on the woman for 


whon was designed ? 


EXECUTIVE SHIFTS IN 


s presented to the com 
pany s salesmen; (B) thes present it 
to the buyer, with as much of the 
erchandising, styling and promotion 


retain; (C) the 
must then transmit this to store 


as they an 
personnel—sales, display, advertising. 
“By the time the designer’s effort 
reaches the point-of-purchase, much of 
ts force has been lost. We wanted to 
With the Multiple 
Selling Unit, the collection of clothes 


created by Stephanie Koret—coordin 


prevent this loss. 


ated in color, styling and fabric—can 
be presented to customers as a planned 
wardrobe.’ 

‘The remarkable retail 
MSU are reflected in 


proved sales for Koret. 


results ot 
greatly im 
The End 


THE SALES WORLD 


Aluminum Specialty Co. ... 
Paul G. 


hou Cwa»res sale . 


Uetzmann appointed 


manage! 


American Brake Shoe Co.... 
Paul J. Bauman becomes vice-pres. 
industrial sales, Na 


tional Bearing Division. 


in charge of 


American Business Systems . . . 
Joseph I, 
lating Card Div. sales dept 


Labu 


Reuss to head 


American LaFrance Corp.... 
Kenneth S Johnson moves to mart 


keting Manayver, Consumer: products. 


Aro Equipment Corp. ... 
Robert P 


promotion 


named sales 


Arolube Divi 


Spangler 
manager 


1oOnl 


Briggs Manufacturing Co... . 

Krank ©. Cole promoted to gen 
eral sales manager. 
Colgate-Palmolive Co. ... 

John P. Kauffman joins firm as 
director of marketing ror Household 
Products Division 


Crucible Steel Company of 
America . 
John \W 


Slatterv made general su 
pervisot stainless steel field sales; 


new position 


Electric Auto-Lite Co.... 
R. M. Sellers appointed sales man 
iver tor Foundry Division. 


ay 


Faribault Woolen Mills . . . 
| homas N, Kaul promoted to sales 


manager trom position ol sales co 


ordinator 


Ford Motor Co.... 
Robert R. Nadal 


new general sales Manager, Lincoln 


announced as 
Division. 


Hunt Foods and Industries, Inc... . 
». Lee Mller named general sales 


manager. 


Jacob Ruppert Brewery .. . 
Robert I. Massa joins company as 
sales promotion manager. 


Johnson & Johnson... 

Amos M. Kidder, III, becomes 
product director of the Chix Baby 
Products Division of Chicopee Mills, 
Inc., a Johnson & Johnson subsidiary. 


Kaiser Aluminum & Chemical 
Corp.... 
Arthur P. Wandtke, Jr., 
position of merchandising 
Kaiser Aluminum con 


assigned 
to new 
manager tor 


sumer foils. 


Koret of California, Inc... . 
Charles Cain made administrative 


sales manager, 


Slick Airways... 
Kenneth T. MacKenzie appointed 
director of new Aircraft Sales Divi- 


sion, 


Stanley Home Products, Inc... . 
Foster EK. Goodrich elected 


pres. in charge of sales. 


Van Munching & Co. ... 
Julian Braun to head newly cre 


ited marketing department. 


Westinghouse Electric Corp .. . 

Frank Ogden named to new post 
of marketing manager, miniature lamp 
department. 
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Tailor-made carton service /)\ Gair 


air produced a billboard for 20 Mule Te 
x roduct identity, bold and t 


te boord. Brand name sel! 


Gair packaging helps sell a new line of Howard 
Johnson pies in a new line of hi-speed waxed 
cartons. Quick os a wink, Gair sells appetite- 
appeal and product identity with vibrant color 


Gair has a proven flair for creating cartons that sell. Gair Service 
is also a proven asset to itishied customers « erywhere Discover 


= how your product can be even more of a prize in a package by Gair 


Gt call your Gair representative or write Gai today 
GAITR creative engineering in packaging 


BOXBOARD AND FOLDING CARTON DIVISION OF CONTINENTAL E CAN COMPANY 
930 FIFTH AVENUE, NEW YORK 36, Y 


six of a series 


The man who drives more, buys more 
automotive products and services. That’s 


why your advertising discovers fertile 


sales ground in Petersen Automotive 
Group magazines. Each year the P.A.G 
reader drives 6,000 miles farther than 
the average motorist. And he’s 4,000,000 
strong — America’s huge bonus market 


for automotive products 


From Bennett-Chaiken Survey, 1956. 


* THE PETERSEN AUTOMOTIVE GROUP (Motor Trend, 


Hot Rod) has an ABC circulation of 1,112,278, 


Motor Life 
unquestionably 


and a combined readership of over 4,000,000 


the “World's Largest Automotive Consumer Readership!” 


PETERSEN PUBLISHING COMPANY ¢ 5959 Hollywood Bivd.,Los Angeles 28, Calif. e HOllywood 2-3261 


WORTH WRITING FOR.. 


Fox Cities Market 


‘Tenth annual consumer buying 
habit study of the.City Zone market 
of Appleton-Neenah-Menasha, Wis- 
consin. It covers buying habits and 
brand distribution for food and gro 
cery products toiletries and 
wine and_ beer, 
soaps and cleansers, cigarettes, appli- 
ance and 


drugs, 
cosmetics, liquor, 
television set ownership, 
automobile ownership, gasoline and 
fuel oil preference, and family and 
housing statistics. For most of the 
product classifications, five-year com 
parisons are published, and 10-year 
trends are available on request. The 
study was made by direct-interview 
method among 1,200 Fox Cities’ 
housewives. Interviews were trained 
and supervised by Dr. Charles L. 
Allen, assistant dean and director of 
research, Medill School of Journal 
ism, Northwestern University. A copy 
of “Consumer Buying Habit Study 
of Appleton, Neenah, Menasha, Wis 
consin, City Zone’? may be obtained 
from David A. 
and Research 

Post-Crescent, 


Lindsey, Promotion 
Manager, Appleton 
Appleton, Wis. 


Gary, Ind., Negro Survey 


Findings of a survey conducted by 


Samuel Fitzsimmons to accurately 
measure the Negro 


(sary. 


population — in 
Included are: comparative 
study of the change in population by 
from 1950 to 1956; 


distribution of Negro population 14 


color and sex 


years and over by occupation and sex 
for selected geographical tracts for 
Gary; distribution of income for 
Negro persons 14 years and 
1950; median school years completed 

5 years and over—1950; Negro 
labor force for Gary, 1950 and 1956; 
outline map of Gary showing popu 
lation growth and location of Negro 
market 


households. 


over, 


areas, Negro consumer! 


growth, population and 
For your copy of “Fitzsimmons Ne 
gro Survey of Gary, Ind.,” write to 
Thomas B. March, Sales Promotion 
Manager, WWCA, Hotel Gary 
Gary, Ind. 


Film Titles and Sources 
‘This 


parts: (1) 


listing is divided into two 
films of general interest 
marketing, 


sales management; (2) 


to teachers of general 
selling and 
films of a more specialized nature, 
many of which pertain to the oper 
ations of a specific company or in- 


dustry. The majority of the films 
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listed were compiled as a project of 
the Subcommittee on the Teaching 
of General Marketing, American 
Marketing Association. Films in the 
first listing include films 
compiled by the Sales Promotion Ex 
ecutives Association, Inc., 
lished in the November 2, 
of SALES MANAGEMENT. In 1956 
57 the Subcommittee on the Teach 
ing of Selling, American Marketing 
Association, gathered data about free 
material which would be of use in 


business 


and pub 
1956, issue 


college and university courses in sell 
ing. Questionnaires were sent to 170 
company members of the Association 
n order to secure the desired infor 
mation. Data pertaining to films se 
cured by this survey are included in 
both listings. Copies of “Catalogue of 
Films” are furnished without charge 
to academic members of the American 
Marketing 
fee of 25c 
non-members of the Association, and 
non-members of the 


Association. A nominal 


each will be charged to 


Association may 
secure copies at 50c each. Write to 
William C. Gordon, Ir., Executive 
Director, American Marketing As 
lati 77 E. M » S } 
sociation, 2/ Kk. Monroe St., Chicago 


3, TM. 


Ventura County, Cal. 
This booklet 


vide a ready source of accurate mar 


ket data on Ventura County, which 


iS designed to pro 


include population growth of the 
ounty, Ventura City, Ventura Town 
ship, Oxnard City, Oxnard ‘Town 
Paula City and Santa 
Paula ‘Township; retail sales in Ven 
tura City and Ventura County; 
W holesale sales ; sources of income 


ship, Santa 


industry 
Ventura 


installations ; 


oil produc tion, agri ulture 


military; labor and wages; 
County 


and television; utilities; 


military radio 
agriculture ; 
Ventura 


( ‘opies 


automobile registrations ; 

County magazine circulation 
of “Ventura County California 
1957. Market Data” are available 
from Kenneth V. M. Murphy, Ad 


vertising Director, Ventura County 
Star-Free Press, Ventura, Cal 


Machine Tool Census 


As a result of what is reported to 
be the first complete plant-by-plant 
census of machine tools ever taken in 
a representative industrial area, indus 
trial marketing, sales and advertising 
executives now have a statistical pi 
ture of an industrial area, Onondaga 
County, N. Y., which 


City of Syracuse. The report contains 


in ludes the 


36 statistical tables which reflect the 
industrial makeup of Syracuse and 
surrounding area. In them is intorma 
tion which can be used to determine: 
how machine tools in a typical in 
dustrial area are apportioned among 
establishments of different kinds and 
sizes, and among industries; which is 
the more accurate yardstick for plan 
ning marketing strategy—number of 


employes, or number of machine 


tools, per plant - the comparative usage 
of machine tools and metal-forming 
machines, of all major kinds, in an 
industrial center like Onondaga 
County. For the full report, “Ma 
chine lools in Onondaga County,” 
write to Adkins Lowell, Sales Pro 
motion Director, Sweet's Catalog 
Service, 119 W. 40th St., New York 
; ee. oe s 


Fire Protection 


This booklet is authored by Paul W, 
Kearney whose name is well known 
for it has appeared over more than 
$00 articles on fire protection in such 
magazines as Reader's Digest, The 
Saturday Evening Post, This Week, 
Ladies’ Hlome Journal, Coronet and 
scores of others. It gives facts about 
fires—how they start, how they 


spread, how they destroy valuable 
property and business records, how 
they snuff out human lives—and tells 
how to prevent these fire tragedies, It 
explains super-heated air, combustion 
gases, the perils of smoke, how fire 
behaves, and sums up the proper es 
cape technique from a fire building 
Included are case histories of famous 
fires. A copy of “Fire! The First 5 
Minutes,” may be obtained from Al 
vin Wesley, Sales Manager, Merlite 
Industries, Inc., 114 I 32nd St., 


New York 16, N. Y. 


Hennepin County Women 


\ report of the shopping habits of 
the homemakers in Hennepin County, 
Minn., now 23rd among the top 100 
counties in the United States in retail 
sales. In it 782,000 people live in 
34,000 homes, Of these people, 211 
000 are adult women who make the 
major buying decisions of the house 
holds. ‘he study covers thei hop 
ping behavior 
what and where they buy. It details 


today when how 
the swiftly changing pattern of retail 
experience of the past several years 
points up the trends in today’s mer 
provides 


chandising, and significant 


information about planning lor to 
morrow. For a copy of “The Shoppe: 
Speaks Her Mind,” write to William 
A. Cordingley, National Advertising 
Minneapolis Star ind 
Minneapolis, Minn 


Manager 
Tribune 


WHATCHAMADOODLE 


CARTONS 


'2 PRICE 


THE ACT: The Dr. Pepper show has 
23 scenes, lasts nearly six hours, deals 
—among other things—with the re- 
orientation and sprucing up of sales- 
man “Sloppy Joe.” A 


THE ACTORS: Five executives from 
the home office, plus local 
in each area, comprise the cast. 7 


manager 


THE AUDIENCE: In addition to Dr. 
Pepper salesman, the office and pro- 
350 franchised 
dealers saw the show. - 


duction personnel of 


" 7 4 


2, ' 
oe 


“ ’ ; ie a g | 
a, Feat 
qt ‘a y a 
os vl ‘ 
—_— ol 9 


* 


Bottlers Men Lap up Training 


In One Big All-Day Show 


Familiar characters, tough sales situations, demonstrations 


of sound sales tactics, and tested merchandising ideas 


were all written into the script, palatably spiced with 


action and humor. It was a smash hit, will be repeated. 


Could you keep an audience of sev 
eral hundred people sitting on the 


hard hotel 


hours ye t ls cn every 


edge ol chairs tor five 
word of 
training message? Could 

away buzzing 


ed t Or the 


Dalla 
ist that ay pring the Dr 


nanutacturer 


* pre sented, at 31 regional 
lor independent franchised 
their drive alesmen and 


personnel i five-hour laugh 
ked dramatic skit 


range ot ales training sub 


which CO ered 
whole 
I he pla 

WwW. W 


ha uW or 


Clements, 
n arket ny 


June sales already prove the prac 


tical value of this new type of sales 
Bottlers 
comments. 


training. enthusiastic 


in thei 


were 


show, in 
early in 1958,” 
lhe show 


version 
sales ad 
Battle, owner oft 


presents the 


Will 


ventures of 


a franchised bottling plant, and his 


driver-salesmen from the 


plant begins to bottle Dr. Pepper to 
Mann 


Zone 
Battle 


Vianage I Zee 


with a 


the day 


presents plaque for 


highest Dr. Pepper per capita sales in 


*Though the soft drink industry does not 


publish official sales figures, Dr 
is estimated to stand about fourth 


Pepper 


wholesale jobbers selling to vendor oper 


ators and soda fountains, Dr. Pepper has 


distribution in 44 U., S, states and overseas 


We'll repeat the 


a revised up-to-the-minute 


time the 


rhrough 
350 independent franchised bottlers, plus 


the state. It’s performed by Dr. 
Pepper sales executives. 

“When people laugh, they listen 

and remember,” says Dr. Pepper’s 
sales training manager, Reynolds 
Worthington, who wrote the play. 
“And a relaxed give 
sustained attention for a considerable 
period.” 

Every 


audience can 


carries plenty of 
humor. As the play Will 
Battle—who is bottling not Dr. 
Pepper, but some drink designated as 
Last Chance Soda—sits with his feet 
on a littered desk, in an office whose 
plaster wall shows many cracks. The 


scene 


opens, 


phone rings, and Battle has an argu- 
ment with his wife: 
“.- NO, Zelda! ... But I tell 


you we can’t afford a new tire . 


SALES MANAGEMENT 


we 


* 


eee 


One is a Yardley doll...the other is the what Yardley says about the Journal: 
No. 1 women’s magazine, Ladies’ Home This year, as in the past, Ladies’ Home 


Journal Journal spearheads our list of media. The 
The doll has been selling Yardley co Journal reflects beauty from 
metics for only about a year but Yardley cover but that’s not all. The 


COoOVeET to 


relation 
reports that she has been doing more of a hip between women and the magazine is 


job than any real-live girl. For she symbol intimate and personal. This is a perfect 
yoy : _— ixcte izes everything that’s fresh and feminine climate for sales.”” Thanks to the 
« tin Charge of Sales for ont 2 , . 
Verdier of 1 pater aoe The Journal has been selling Yardley  salesladies, Yardley continu 


underestimates the power cosmetics for nearly 35 years. And here a sales pattern that i 
of a woman! 


, , Ladies’ No. 1 in circulation 
Never underestimate the power of the 
- I / Home No. 1 in newsstand sales 
No. 1 magazine for women... f d No. 1 in advertising revenue 


ce two 
to maintain 


tronger than ever! 


Well tell him to put some AIR in 
it! ‘ Why, Baby Doll, you énow 
I love you! 

Battle 
and observes 


Wives!” This 


eaction trom the audience. since both 


Hanging up the ‘phone 
omes to the footlights 


disgustedly draws a 


“identify” with 
‘The Dr. 


ilways invites wive 


husbands and wive 
the situation Pepper Co 
to attend regional 
ile meeting 

In suceeding scenes Battle begins to 
bottle Dr. Pepper, and with the co 


operation oft Zee Mann 


nerchandise more and more success 


learns to 


fully. ‘elephone talks with his wife 
progress from the “Tell him t 
sOrTE AIR in it! 
Yes, Baby Doll, you can get a 
Yeah, business 
we're handling Dr. 


near end of play ) 


stage to: 
new tire quite 
a bit berte now 
Pepper and 
to 

“Yes, Zelda, | know 
just brought his wife a new station 
wayon Well tell you 
taby Doll you 


' 
too 


Will Sattle meet the ame prob 


lems as every bottling plant owner, 


Salesman Capp 


what 


Aan ha e a new Car’, 


In one scene he dolefully reports to 
Zee Mann that Dr. Pepper “started 
like wildfire, but looks like it’s about 
\lann 
yimpatheti ally, then says: 
"Will, I’ve been 


of your market, and a find a lot of 


to burn out now listens 


naking a survey 
your dealers are out of Dr: Pepper 
Your men aren't merchandizing Dr. 


Pepper they're only delivering if 


and not always doing that as regularly 
as they should.” 

Battle: “I'll fire every salesman 
I’ve got!” 

Mann: 
‘em.”’ 

Battle: “They've been trained—you 
trained ‘em! Remember?” 

Mann: “Yes, I did some intro 
ductory training—but training has to 
be a continuous process, Will. Your 
salesmen need it every morning. Each 
month the Dr. Pepper Co. mails your 
plant a package containing material 
for a different sales meeting every 
day. We mail, to your salesmen’s 


“Don’t fire ’em train 


homes, printed lessons on Dr. Pepper 
selling methods which have proved 
successful all over the country. By 
completing three written examinations 
during the year, each man can earn 
a framed diploma.” 

Battle: “Good enough!” 

Will Battle’s representatives now 
learn the Dr. Pepper way of met 
chandising, beginning with Dr. 
Pepper’s “Daily Half-Dozen”’ 


1. Greet the dealer cheerfully. 
2. Check his Dr. Pepper stock. 
3. Suggest quantity he needs. 


4. Put Dr. Pepper in his cooler 
“Right Mass.” (Consumer research 
shows that 90% of people lift a 
cooler lid with their left hand, reach 
for a bottle with their right. And 
people buy more readily from a mass 


“Good thing about it is we all take credit for the good ideas but they can’t 
blame any specific one for the bad ideas.” 


display — Dr. Pepper considers 24 
bottles to be minimum. 


5. Place Dr. Pepper point-of- 
purchase displays. 


6. Thank the dealer for his Dr. 
Pepper business. 


The zone manager sells Will Battle 
on the Dr. Pepper Route Control 
System, which, Mann explains to the 
salesmen, is “a planned program to 
let you see your own strong and weak 
points, to make your work easier and 
help you make more money.” A route 
supervisor (one of the plant’s em- 
ployes) now periodically rides with 
each salesman to help him on special 
sales problems. ‘The supervisor files 
a report that shows how the salesman 
is doing on (1) keeping Dr. Pepper 
in dealers’ coolers; (2) keeping their 
Dr. Pepper carton racks filled and 
prominently displayed; (3) keeping 
sufficient reserve stocks on hand and 
conveniently placed near coolers and 
carton racks; (4) keeping current Dr. 
Pepper point-of-purchase material in 
all outlets. At sales meetings, each 
man’s performance is recorded on a 
blackboard chart and evaluated. Sug 
gestions are made for strengthening 
weak points. 

Throughout the show, scenes heavy 
with information are lightened by the 
comedy character, Salesman “Sloppy 
Joe’ Magoon. Before he says a word 
Joe gets a laugh for his outrageous 
costume: a baseball cap worn back 
wards; a loud sport shirt, its tail 
flapping in the breeze; paint-smeared, 
baggy trousers, and cowboy boots. 

Early in the play, told by plant 
owner Will Battle that hereafter there 
will be a daily sales meeting at 6:30, 
Sloppy Joe asks, incredulously: 

“Do you mean 6:30 a.m., Boss? 

.. That’s what I thought you said 

but, Boss, I couldn’t get here at 
6:30 am. You see (earnestly) 
I’d have to catch the bus that goes 
past my house at 6 o'clock.” 

Will Battle demands, ‘Well ?” 

Sloppy Joe replies, conclusively: 
“But I don’t get up until after 6.” 

\bout to make a sales call with 
Sloppy Joe, Zee Mann says: “Su 


cessful salesmen watch their personal 
appearance Joe. Why don’t you tuck 
in your shirt-tail ?” 

But Joe doesn’t 
He gets the call off to a 
bad start by shaking hands with Mr 


respond to the 
suggestion. 


Hard ‘I. Sell without removing his 
soiled work glove, then shuffles into a 
corner. Zee Mann urges, in an aside: 
“You sell him, Joe! You've got to 
But Joe leaves all 
the talking to the zone manage: 
presently annoys Mr. Hard T. Sell 


start some time.” 


SALES MANAGEMENT 


The Detroit News’ circulation is HIGHEST 
of all Michigan Newspapers! 


ein total circulation! 


- in trading area circulation! 


«in weekday circulation! 


¢ in Sunday circulation! 


Because The News is Detroit’s dominant news- f WA 
paper in every way, it is the most effec- Ya 

tive. That’s why The News carries Sie ZA In the 6-county Detroit trading 
51% of Detroit’s total linage, with gh area, where 98% of Detroit’s busi- 
the other two papers dividing ness originates, The Detroit News 
the balance. outsells the morning paper by 100,237 
copies weekdays, and 183,786 Sundays! 
The News outsells the other evening paper by 
85,589 copies weekdays and 149,465 Sundays! 


469,389 weekdays— 585,667 Sundays 


The Detroit News 


Eastern Office ...260 Madison Ave., New York Chicago Office ... 435 N. Michigan Ave., Tribune Tower 
Pacific Office... .785 Market St., San Francisco Miami Beach ... . The Leonard Co., 311 Lincoln Road 
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“Sloppy Joe” caricatures a type of 


make a purchase whom there's at least one in most 
bottling plants: a wisecracking show- 
loward >| end 


Sloppy off, careless about his personal appear 


Joe appea meeting clean ance exasperatingly heedless of in 


hay and a Dr 
point the audience 


Peppe: structions—but potentially a good 


nitorm salesman because he gets along with 
people. Many bottlers tell the Dr. 
Pepper Co.: “I had 


Since he saw your show 


greet prolonged appla ise 


hough absurd 


everybod: 


costume drew a Sloppy Joe. 


o many feels much he’s begun 


happier now that he’s well groomed to straighten up and become a real 


Lhroughout salesman.” 
Les Dumore, in contrast to “Sloppy 
Sattle’s 


yroduction department. Pinch-hitting 
J 


reinaining scenes he gets 
he applies LD); 
prim iples and become Joe,” is a comer trom Will 


Pepper 


top representa 


for a sick salesman, Dumore does well 


FOR UNMATCHED COVERAGE OF 
STEUBENVILLE-WHEELING sonsrvnste 


le 


WSTV-TV 


CBS-ABC ¢ 234,500 WATTS 


r oF bai 


HERE ARE THE FACTS: 


STATION — Covers 320,957 TV homes in 30 counties of Ohio and W. Virginia. 
62% more tower —- 53,538 more TV homes than the Wheeling station. Lowest cost per 
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of 
1,125,500 TV homes, including Pittsburgh. 

MARKET — Center of U.S. steel, coal and pottery industries. Fastest growing 
industrial area in the world. 1,418,800 population. More than $2 billion yearly pur- 
chasing power. Center of the Upper Ohio River Valley, rich in natural resources. 
includes the highest paid industrial workers in the world. 


Ask for (1) Showing of new color slide film, “How to Make Money in the Steel Market.” 
(2) Chart, “How to Measure Your TV Results.” (3) “Directory of Retailers and Wholesalers in 


Steubenville-Wheeling Market.” 
© WSTV-TV ) 
A Member of the Friendly Group 


STE EN 
UB VILLE, OHIO WSTV, WSTV-TV, Steubenville: 
CHANNEL @ 234,500 WATTS KODE, KODE-TV, Joplin: 
Represented by Avery-Knedel, jonn ). Laux, Exec. VP. and Gen'l. Mgr, Rod 


WBOY, WBOY.TV, Clarksburg 
WPAR, Parkersburg 
Gibson, Nat'l Sis. Mgr, 52 Vanderbilt Ave, NYC... MUrray Hill 3-6977 


WPIT, Pittsburgh 


because he has studied Dr. Pepper’s 
training materials. Appointed a reg- 
ular representative, he appears in 
many of the “sales call” scenes which 
stud the play—and always applies Dr. 
Pepper’s selling methods to overcome 
obstacles and make a sale. Audience 
applause shows strong identification 
with this “ideal” salesman. 

Will Battle’s men call on every 
type of bottling plant customer and 
prospect, from grocers and filling sta- 
tion operators who carry bottled Dr. 
Pepper, to industrial plant owners 
who might be sold on installing Dr. 
Pepper vending machines. Every ob- 
jection that the salesmen in the audi 
ence encounter, is met and answered 
by Will Battle’s representatives who 
stress dealer benefits—always finally 
making a sale. 

Passages like this get audience 
roars: A salesman tries to sell a 
grocer (already carrying regular-size 
Dr. Pepper by the case, the carton 
and the single bottle) the king-size 
bottle. The grocer explodes: “I’ve 
got Dr. Pepper. In fact, I’ve got it 
running out of my ears. If my cus 
tomers want Dr. Pepper—I’ve GOT 
it!” 

A loudspeaker often emphasizes im 
At appropriate mo 
ments, stage action is accompanied by 
lively music from an_ IIlustravox 
record player, an RCA Victor loud- 
speaker and an RCA Sonomaster. 

The play’s 23 scenes run almost six 
broken by 40 minutes for 
luncheon at company expense, and by 


portant points. 


hours 


several brief pauses for frosty-cold Dr. 
Pepper. The permanent cast of five 
home ofhice executives traveled 12,800 
miles by chartered Greyhound bus, 
especially fitted for stage properties 
as the show played to the entire per 
sonnel (production and office workers 
as well as salesmen) of Dr. Pepper’s 
350 independently franchised bottlers. 
In each area, Dr. Pepper’s local divi 
sion manager and local zone manager 
served as temporary cast members. 

The Dr. Pepper Co. holds periodic 
regional sales meetings for executive 
personnel of bottling plants and ven 
dor operators. ‘The show supplements 
the company’s year ’round, intensive 
training program for bottlers’ sales- 
men. 

“Putting the show on the road 
does unkind things to our budget,” 
comments V.-P. Clements. “But we 
believe its vivid presentation of how 
to sell and how not to sell accom- 
objective: helping the 
bottler’s representative to sell more 
Dr. Pepper. We hope that by in 
creasing the driver-salesman’s com 
mission and job satisfaction, it will 
reduce the bottler’s manpower turn- 
The End 


plishes our 


” 
over. 
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Whatever you sell, 


you'll SELL MORE in Dallas 
when you 


concentrate 


your advertising in 


The Dallas Morning News! 


INCOME PER FAMILY MEAT PURCHASED MONEY VALUE OF 
’ (after taxes) PER WEEK (ibs) MEAT (dollars) 


NOBODY goes without meat to buy luxuries... $2,000 to $2,999... 8.77... $4.73 
$3,000 to $3,999... .. 9.72 .., $6.62 


cba niet $4,000 to $4,999. 10.49. $6.36 
$5,000 to $5,999...........]. 11,31 se $7.16 

U. S. Department of Agricuiture Household $6,000 to $7,999 ‘ Pe WG, $7.33 

Food Consumption Survey, 1955 $8,000 to $9,999 11.04 $7.58 

$10,000 and over , 12.30 $9.28 


but those who buy luxuries buy MORE and 


IN DALLAS AND OUT: 
Dallas News readers have MORE... spend MORE 
... and there are MORE oft them! 


Distribution of income among The Dallas IN DALLAS’ OUT-OF-TOWN MARKET ... 

News’ subscribers: ABC City & RTZ aoe compare The News’ 92,000 subscribers with 
din lb wore a oa B os onc 91,000 out-of-town customers whose Charga- 

$7,000 AND OVER ... Plate notches indicate active accounts in one or 

$4,000 TO $7,000 .... . more Dallas stores! 

ee THAN Enero. 5 1956 Consumer Inventory, Dan E. Clark I & Associates 


$f 
ee 


THE DEPARTMENT OF AGRICULTURE and the Federal 
Reserve have established that the have-mores spend more and buy 
better. CONCENTRATE your advertising in The Dallas News... 
GET The News’ 20% larger circulation and selective, quality cov- 
erage of both Dallas and the larger Dallas Market and SELL MORE! 


ONLY THE DALLAS NEWS . 
COVERS Tit i 


BIGGER DALLAS MARKET ber, Metro y Comics Network 


#h 


CRESMER & WOODWARD, Inc. @ National Representative 
New York @ Chicago @ Detroit © Los Angeles @ San Francisco @ Atlanta 


iring the 


Gilbert R 


riant 
a mode! of 


Herdt is holding 


equipment 


In addition 


Grumman lechnic al 


Information Bureau. The 


airplane model is the 
super 


Grumman's late 


ee A department responsible for helping to select, and approving all purchases of, production 


and plant operating equipment is sorely handicapped without immediate access to 


a wide range of manufacturers’ catalogs. 


“Our experience at Grumman has been that the Sweet's system of pre- filing manufacturers’ 


catalogs in bound, classified, and indexed volumes is most convenient and time-saving. 


Manufacturers who distribute their catalogs via Sweet's render a real service to 


engineers everywhere, And, quite obviously, the more catalogs which are available to us 


in these Sweet's Files, the greater their time-saving value. % 9 


Gilbert R. Herdt, Supervisor, Facilities Planning 


Manufacturing Engineering Division 


Grumman Aireraft Engineering Corporation 
Bethpage, Long Island 


Thoughtful engineering executives like Grum- 
man’s Gilbert Herdt have long recognized the logic 
of a system that keeps manufacturers’ catalogs 
conveniently accessible at all times, to all engineers 
who need them. And hundreds of marketing-wise 
companies give engineers what they want, and find 
most useful, by distributing their catalogs in one 


or more Sweet's Files. 


SWEET’S CATALOG SERVICE 


Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18, 


suppliers can save us engineering time 


If you want increased use of your catalog, in 
the offices which control the great bulk of indus 
try s buying power, get in tour h with us today, A 
Sweet's representative will gladly give you com 
plete facts about the extent to which your catalog 

pre filed, permanently bound, classified, and in 
dexed in one or more Sweet's Files—will sharply 


increase the order/call ratios of your salesmen 


Sweet's designs, produces, and distributes manufacturers’ catalogs 


in the following markets: Product Design (Product Design File), 
Plant Engineering (Plant Engineering File), Metalworking Production 
(Machine Tool Catalogs), and Construction ( Architectural File, 


Light Construction File, Industrial Construction File). Over 


53,000,000 catalog copies, distributed in 1957 for 1,740 companies, 


The Salesman 


and 


The Promoter 


homa Press. 


A Note From The Editor 


This article was not written for Sales Management. It is 
from a talk delivered before a group of magazine space sales- 
men by their promotion director. | like it because it so clearly 
and forcefully explains the needs for and the differences be- 
tween direct and indirect selling—for the hard slugging some- 
times prescribed for face-to-face selling, and the more gentle 
methods used for “mass” selling. 

If you sell a tangible product, say dog food or guided missiles, 
your first reaction might be, “What's in this for me—a talk to 
magazine salesmen?” My answer is that you can adapt an idea 
from a business foreign to your own; otherwise you would 
have no valid reason for paying ten bucks a year for Sales 
Management. The Samstag thinking can be adapted easily to 
the problem of making your own salesmen understand and use 
your advertising. And if you happen to be, like Time, a seller 
of advertising space or time, your problem is a cinch. Merely 
substitute your medium’s name! 

Nick Samstag has been promotion director of Time for 14 
years, and has been a frequent contributor to many professional 
and business magazines. He is the author of a book, “Persuasion 
for Profit,” to be published this fall by the University of Okla- 


Philip Salisbury 
Editor and Publisher 


® Promotion and selling have the same objective, but they 


represent different forces. 


® There are two kinds of promotion: the "guided missile 
type," and the ''gentle rain from heaven" type. 


© Never forget it: promotion's first duty is to get read. 


By NICHOLAS SAMSTAG 


Director of Promotion, Time Magazine 


I he preat 
North 
thing in the course ot his lifetime 
One of them all of 
u seek simplicity,” said White 
head and distrust it 

I have tried to simplify into a few 


Alfred 


Whitehead said many Wise 


philosopher 


has meaning for 


hundred words many years of think 
ing about Time's promotion. And al 
though | have succeeded to some de 
pree 1 must say that I distrust the 
results I I think will you. Never 
theless these simplifications may serve 
to help sales and promotion undet 
stand each other better—and so, with 
damfoolish 
ness, | would like to put them before 


a courage ipproaching 


Item. ‘There are two kinds of pro 
motion, One kind 


1) ile It 
ilesm; help him 


s a sort of guided 
made-to-order for the 
accom lish 
whate 


wants to accomplish 


74 


Presentations and special merchandis 
ing written and planned especially for 
some single customer are guided mis 
siles: they are guided by the salesman 
straight to the target—and the sales- 
man has the main say-so about what 
they should say and how they should 
look. 

But everything else is gentle rain 
from heaven. It falls evenly and regu- 
larly, on prospect and customer alike, 
covering groups as small as our small 
est mailing list and as large as the 
audience of all our newspaper and 
magazine ads combined. Its purpose 
is to keep the market fertile and sales 
All advertisements for Time 
in business 


growing. 
papers, newspapers or 
magazines, all general mailings to any 
list are of this “gentle rain from 
heaven” type. They are directed from 
the office of the publisher (not other- 
wise known as “heaven” in the Time 


division ) with the advice and coun 


sel of the Ad Sales Director and the 
Promotion Director. ‘The opinions ot 
salesmen on this kind of promotion 
are earnestly requested and _ respect- 
fully considered, But the final deci- 
sions must be made on a strategic 
rather than on a tactical basis. ‘The 
opinion of any single salesman or the 
reaction of any 
the gentle rain from heaven is irrele- 
vant. The rain isn’t produced to please 
any single customer or salesman and 
if it does, the phenomenon is purely 


single customer to 


coincidental. 


Item. Promotion is not the same 
thing as selling and the sales type of 
mind is not the same as the promo- 
tion type of mind. Sales concerns it- 
self with 
Promotion concerns itself with group- 
to-group contact. Selling communi 
cates by means of unrecorded conver- 
sation. Promotion communicates by 
means of the printed, on-the-record 
word. The salesman aims to move 
single individuals long 
sometimes all the way from complete 
indifference or even antagonism to en- 
thusiasm and acceptance. Promotion 
aims to move large numbers of people 
a short distance at a time toward un- 
derstanding some single, simple con- 
cept which it is to the product’s ad- 
vantage to have generally accepted. 


person-to-person contact. 


distances 


Item. ‘The main concern of most 
promotion is not the prospect but the 
customer. And I don't 
shaky customer; I mean the steady 
customer, 


mean the 
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Advertising results 


like these 
point the way 
to better business 


for you 
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If travel is broadening, as the saying goes, it’s 
also mighty profitable... for advertisers. Because 
families that travel are the bigger-buying families 
all around. 


So the way travel and resort people get their busi- 
ness should be of particular interest to you. They 
know when their advertising pays off. That's why 
The New York Times carries more travel and 
resort advertising than any other publication .. . 
more than the 100 leading magazines combined 


Here’s why: 


“We have used The Times for 30 years to reach 
the large-population, high-income areas of the 
country. Again in 1957 we are increasing our 


space in The New York Times.” 
Robert C. Hornsberger 


Caverns of Luray, Va 


“The Cape Cod Chamber of Commerce has been 
advertising for many years. Last spring our list 
included 26 newspapers. The New York Times 
produces the largest number of inquiries at 
lowest cost per inquiry, and has become the 


foundation stone of our program.” 
Norman H, Cook 


Cape ¢ ‘od Chamber of Commerce 


“For the past seven years we have conducted 
an advertising campaign in approximately 30 
metropolitan newspapers in the East. The New 
York Times has consistently led the field in visitor 


response.” 
Thomas G. McCaskey 


Colonial Williamsburg, Va 


Year after year The New York Times produces 
comment and results like this. Added up, it means 
that The Times brings in more business, more 
profitable business at lower cost. It will for you, too, 


Try it. 


The New York Gimes 


All the Newa That's Fit to Print 


FOR 36 YEARS FIRST IN ADVERTISING IN THE WORLD'S FIRST MARKET 


TODAY- 
THE TREND 
iS TO GOLD! 


give golden gifts 
7 


SOLID, GOLDEN-HUED 


FDhirilyle 


FLATWARE AND HOLLOWARE 
for CUSTOMERS & EMPLOYEES 
SALES INCENTIVES + PREMIUMS 

CONTEST & DOOR PRIZES 


Beautiful Dirilyte has known value, is nationally 


advertised, long-lasting. Will be taken home, 
sed and appreciated by the entire family 


Wide variety and price range. Special quantity 


discounts. Write on company letterhead for de 


scriptive literature and prices 
DIRILYTE COMPANY OF AMERICA, INC. 
Kokomo, Indiana 


Now DIRILYTE HOLLOWARE 
NEEDS NO POLISHING 


a 
GOOD 
LAW 
To 
BREAK 


The law of averages says that 
cancer will kill one out of every 
six Americans, But the law does 
not have to prevail, You can help 
break it in two ways. By having a 
thorough medical checkup every year 
and by sending a contribution to 
your Unit of the American Cancer Society 
or to Cancer, c/o your town's Postmaster 


Fight cancer with a checkup and a check 


AMERICAN CANCER SOCIETY 


salesmen must, by definition, spend 
their time where opportunity exists 
or danger looms. A salesman is most 
interested in trying to cultivate sales 
where no sales grew before or trying 
to hold a customer who threatens to 
buy elsewhere. In between these ex 
tremes lies the great group of any 
firms current customers. For exam 
ple a list of some ot the advertisers 
who have been in Time ten years or 
vividly how 
Time's advertisers stay with us year 


longer shows most 
alter year after year. 

Our promotion is written primarily 
to nourish and make even stronger 
the conviction of these companies that 


Dime 


to advertise in. 


is the right magazine for them 
Consequently, our 
publication advertising and our di 
rect mail cannot say anything (no 
matter how helpful it may be to a 
ingle selling situation) that will not 
it well with this general group of 
loyal advertisers. This is the soil on 


which falls the gentle rain from 


heaven. It is, in effect our soil bank. 


Item. People do not like to be 
sold—by salesmen or by promotion 
in person or as members of a group. 
To make his selling palatable the 
salesman uses know-how and common 
sense, tact and personal charm. Pro 
motion also uses know-how and com 
mon sense, but in plac e of tact and 
personal charm it employs copy and 
art. Which brings us to the next 


item. ‘Ihe first duty of an ad 
vertisement or mailing is to get itself 
read—by people outside the company 
who are in a position to buy. It’s 
easy to get one of our own executives 
or salesmen to soak up every word 
of a Time mail piece. But that’s not 
the idea at all. Somehow we've got 
to get a busy executive with many 
other things on his mind to read our 
sales talk. 

And so I say that promotion’s first 


t 


duty is to get itself read—just as | 


On Every Buyer's Desk: 12,000 Ibs. of Machinery 


‘It’s pretty hard to find a salesman 
who can include a 12,000 pound in 
dustrial machine in his sample case to 
show a prospective buyer,” says 
Charles R. Crowder, president, Van 
Norman Machine Co., Springfield, 
Mass. ‘But we want our new center 
less grinder on every buyer’s desk and 
we are mailing the ‘machine’ to 20, 
OOO industrial firms.”’ 

[his “sample” is a pop up mailing 
piece; a die cut replica of the Van 
Norman 2C 
“pops” into 3-D when the folder is 
opened 


centerless grinder which 


Features of the grinder, dimensions 
and other specifications are given on 
the outside of the mailer and exam 
ples of work the machine can do are 
llustrated on the model's base. For 
interested prospects there is a “pull 


out’ reply card. 

The current mailing is the first of 
a series with which Van Norman in 
tends to popularize several new grind- 
ing and milling machines. And for 
those who may wish to keep a model 
of their next grinder in full view, all 
it takes to keep the folder open is a 
bent paper clip. 
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is the first duty of a salesman to get 
himself heard. Unless the 
gets in and says his say, nothing hap 
pens. Unless the piece of promotion 
or the advertisement gets itself read, 
nothing happens either. 
Consequently, 
very 


salesman 


promotion spends a 
deal of time and effort 
trying to make its material interesting 
so that the recipient will not throw 
it away unopened Oo 


great 


r pass it by his 
newspaper or business paper. 

A salesman will go to all sorts of 
extremes to get in to see the man he’s 
after. And he will try 
his best to hold the prospect’s atten 
tion: with anecdotes 


once he’s in, 


about mutual ac- 
quaintances, pieces of special relevant 
information, 


stories, 


( lean and not-so-« lean 
and 
But accompanies 
Time's ads and promotion list 
ings; and the trash basket is 
handy. And so 
vents birdbooks, 
and menu books—mails paperweights, 
stamps and ceramic tiles—retains the 
most expensive artists and special out 
side research and other counsel to fas 
cinate the 
have 


various personality de 
vices. no salesman 
mail 
always 
Time promotion in 
books about centaurs 


reader into 


to Say. 


and seduc e 
what we 

A distinction 
A collection of 


says will be 


reading 
be made here. 
Time ‘s 
read for its own sake 

as will a pre-print of Time's year-end 
business review. 


must 
business es 


Special devices are 
when our promotion 
takes the form of submitting samples 
of our editorial product. But when 
we're talking about our product (in 
stead of sampling it) or submitting 
that audience deserves 
the first attention of any advertiser 

when, in selling, 
then always “‘slip 
our under some in 
teresting or entertaining disguise. 


less necessary 


evidence our 


short 
must 


we're really 


we almost 


commere ial 


Getting up promotion and getting 
it read is our specialty. I added up 
the total experien e of our department 
the other day in that specialty and it 
came to 343 years. All together the 
guys and dolls who work in our Pro 
motion Department have had almost 
three 


ence n 


and a half centuries of experi 


creating promotion and ad 


Probably the 
experience in selling is more 
that—but 343 years is still 
exper ienc e. 

And 


ences 


force's 
than 
lot of 


vertising. sales 


some of the differ 
and promotion 
is well for all of us to keep 
nually in mind 

and | will 
briefly 

both persuaders. 

promotion men 
acutely unhappy if they are not getting 
people to with them. The pro 
man, as | likes to oper 


those are 
between sales 
which it 
cont The similarities 


are many mention only 


two of them 


We 


salesn en 


Both 
are 


are 


and 


agree 


motion said, 
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ate on groups at a distance. ‘he sales 
man likes to do it in person face to 
face. But both your Ad Sales Man 
ager and your Promotion Director 
well know that the nice, 
able, submissive type ot 


both a 


promotion 


calm, agree 
makes 


lousy 


guy 
salesman and a 
man. Maybe that’s 
these conventions, entirely populated 


lousy 
why 


by both species, are always so gentle 
mannerly and quiet. 

And we both believe in 
That’s the second thing we have in 
And it’s the thing 
only because we were all born per- 
suaders but we had to reach man’s 


Time 


common. Sec ale 


before we could get hired 


Both teams think Time 


estate 
Time. 
greatest 
down the track of progress since 
of the wheel 


(much as we 


invention and 


teams 
Time 


our 


may gripe 


among ourselves) will 


and smite any 


who dares to « 


might 
Philistine 
magazine, 


iticize 


In short wel 
And with 
common we could 
together In 
fact we are. In 


these two 
make 

fact 

Tact we 


fans. 


Music we have 


will, 


rise 


Cc persuaders and iv 
things 
beautiful 


In 


by 


Is the 
all-round institution to come 
the 
both 
about 


in 


outside 


our 


rile 


in 


The End 


She. Cpowing 


WW WORCESTER 


Mass. 


Only Boston 


exceeds 


91.9% 


intensive coverage by 
the Telegram-Gazette 


160,531 Daily’ 
106,655 Sunday’ 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


Howard M. Booth, Publisher 
etnies REGAN & SCHMITT, Inc, 


nal Represes 


totives 


eta Hl 


Worcester 


17 


SALES MANAGEMENT 


“ Outstanding in 


ALABAMA 


WSFA-TV 


Montgomery 


Clearly dominant in audience and 


‘ ‘ cCOVvCcTagC, 
WSFA-TV is as symbolic of the New South as the 
famous fountain in Court Square is of the Qld 
"i : WSFA-TV gives you highest-rated local and 
network programming plus maximum-power VHI 
s \ rc QO 1¢ 


ignal, thus providing grea 
rapidly-growing, 1,000,000-population Cencral 
and Southern Alabama market 


y 2 
en 
Channel 12 f 


NBC ABC 
a 


The WKY Television System, In« 
WKY and WKY-TY Oklahoma City 
WTVT Tampa St. Petersburg 
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What Revised SIC Means to You 


The new Standard Industrial Classification Manual goes 


into effect Jan. |. SIC provides marketing executives with 


a tool to estimate potentials, make forecasts, gauge share- 


of-market, and control effort by area, industry, product. 


By HUGH BRITTON 


Director of Census, McGraw-Hill Publishing Co., Inc. 


a 
No % 


34664) Blowers, exhaust and ventilating fons 


ladustrial patierne 


104 ATANDARD INDUSTRIAL CLASSIFICATION 


186 GENERAL INDUSTRIAL MACHINERY AND EQUIPMENT—Continued 


Establishments prunerily engaged in manufacturing blowers, and exhaust 
and ventilating fans for general industrial, commercial, and household wae 
Ketettiohinents primary engaged in manufacturing complete ait conditioning 
anite are classified in Industry 4686, and free air circulating fens for use ow 
desks, pedestals, or wall brackets in Industry 4634 


SERVICE INDUSTRY MACHINES 
Automatic merchandiaing machines 

Eetablishments primarily engaged in manufacturing automatic merchan- 
dining unite; also referred to a vending machines (exeluding music, amuse- 
meent, of garuing machines) and coin operated mechaniams for such machines 
Commercial laundry dry cleaning, and pressing machines 

Establishments primarily engaged in manufacturing laundry and dry 
cleaning equipmen! and pressing machines for commercial and industrial use 


MANUFACTURING 


This is a 
Standard Industrial Classification 

Manual SIC) that the Federal 
government will place into effect 
1958." 

Phe SIC has become a familiar 
tool of sale 
ing executive 

Readers of SALES MANAGEMENT 
have come to know the SIC through 
its use in the Survey of Buying 
Power (issued May 10 each year) 
annual Survey of 
Industrial Buying Power (first issued 
July 10 this year) 


SIC is used by all Federal agencies 


pread from the new 


January | 


marketing and advertis 


and in the new 


vather statistics on business and 


which 
industry—the Bureau of the Census 
Bureau of Old Age and Survivors 
Insurance, Bureau ot Labor Statistics 
Federal Reserve Board 


asing number of state agencie 


and by an 
associations, publishers, and 
manufacturers 

The SI¢ 
tising executives with a tool to help 


provides sales and advet 
them analyze, to make forecasts, to 


80 


geographi 
cally, by industry, and by product. It 
helps executives to gauge the poten- 


control their businesses 


tial for new produ ts, and develop sta 
tistics on their “share of the market.” 


What's New About 
the New Manual? 


‘The new SIC Manual to become 
effective January | was developed 
over a period of nearly four years 
and represents an example of real 
cooperation between representatives 
ot the Federal government and many 
segments of business and industry. 

Not only did industry 


development of the new Manual, but 


influence 


during that development industry 
was influenced too, 
For example, during discussion of 


the electronic classifications there de- 


*You can purchase the manual now, Send 
$2.50 to Government Printing Office, 
Washington 25, D. C., and ask for “Stand- 
ard Industrial Classification Manual.” 


veloped differences of opinion between 
the makers of electronic components 
and those who use them in further 
When the two groups 
were brought together, the computer 


manutacture, 


manufacturers and the component 
people found that they were talking 
about the same things in different 
words. Out of this came a joint engi 
neering committee to develop stand- 
ards and nomenclature acceptable to 
both groups. 

When a definition of synthetic rub- 
ber was developed, the chemical in- 
dustry representatives and those from 
the rubber industry found that their 
answers to the question, ‘“‘What is syn- 
thetic rubber?,” didn’t agree. Again 
the Bureau of the Budget arranged 
a joint discussion and from it there 
emerged an agreeable definition. 

The project was coordinated by the 
Technical Committee on Standard 
Industrial Classification appointed by 
the Office of Statistical Standards 
of the Bureau of the Budget. ‘The 
Bureau of the Budget is charged by 
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law the responsibility of ‘‘de 
veloping programs and issuing regu 
lations and orders for the improved 
gathering, compiling, analyzing, pub 
lishing and disseminating of statistical 
Federal 


is the operating arm of 


information — by agencies.” 
The O.S.S. 
the Bureau in these areas, 

The Technical Committee included 
representatives from each of the sta 
tistics-gathering bureaus of the Fed 
eral government. Business viewpoints 
were obtained through the Advisory 
Council on Federal Reports, chair 


Merrill A. Watson, Na 


tional Shoe Manufacturers Associa 


maned by 


tion. More than 500 representatives 
of various segments of business and 
industry, organized into 
groups, met with the Technical Com 
mittee during the preparatory period. 


industry 


Out of this cooperation has come the 
following the same 
basic structure as the one with which 


new Manual, 


so many have become familiar, but 
changed in many important ways. 


More Detailed Classifications 


Take the section devoted to manu 
facturing industries, for example: ot 
21 Major Groups the content of 14 
has been changed. ‘The other seven 
unchanged groups are listed in the 
box on page 84 headed “Basic Strui 
ture of SIC.” 
merly considered non-manutacturing 


Certain activities for 


are now included in the manufactur 
ing industries. New Major Groups 
have been created in the non-manu 


\lore detailed 


government have 


tacturing industries. 
classifications for 
been created. ‘The format of the 
Manual itself is new. No longer will 


there be separate volumes for the 


manutacutring and the non-manufac 
turing industries; in the new Manual 
there will be just one volume con 
taining titles and descriptions of ali 
the industries plus alphabetic indexes 
for both the manufacturing and non 
manutacturing segments. 


Why the Change? 


The new Manual recognizes 
changes which have occurred in 
(American industry in the past dozen 
years. It creates new classifications 
for new industries. It eliminates clas 
sifications covering industries which 
have become unimportant or which 
have integrated with others. It changes 
grouping of industries to more nearly 
coincide with the present structure of 
American industry. On an overall 
basis the changes are not drastic and 
the transition of a manufacturer's 
records or lists should not be too hard. 
For example, a high percentage of the 
classifications shown in the new Sur 
vey of Industrial Buying Power re 
main the same; many of the others 
call only for regrouping. However, 
74 of the 400-odd industries in the 
present Manual have been split be 
tween two or more industries in the 
Manual. These 74 present 
the only serious hurdle to be over 


rey ised 


come in the changeover. 

Most of the electronics industry 
has in the past been grouped under 
one four-digit industry number. ‘This 
was natural since, in 1945, this seg 
ment of industry had not attained the 
stature that it has since and was con 
fined in the main to the communica 
Manual 


group tor elec 


tions industry. ‘The new 
creates an industry 
tronics. Since the publication of the 


present Manual a change has taken 


place in the coke manufacturing plants. 
In the past, many of these were indi- 
vidual operations. Now they are al- 
most all integrated with steel plants. 
Thus, the industry as such has been 
eliminated and is now combined with 
the industry covering blast furnaces 
and steel works. The old Manual 
included plastic products under Major 
Group 39, “Miscellaneous Manufac- 
turing Industries.” These are in- 
cluded with 
Major Group covering “Rubber and 
Miscellaneous Plastic 
the new Manual. 
‘These are a few examples of the 


rubber in a renamed 


Products” in 


widespread changes which have been 
made to bring the new classification 
system more thoroughly in line with 
the basic structure of our economy. 
lo understand the Standard Indus- 
Manual, a few 
essential definitions are needed 


trial Classification 


Establishment: A 


location where business is conducted; 


single physic al 


generally a single structure or a col- 
lection of structures on a single site 
engaged in only one type of economic 
activity 
Industry \ establish 


ments sizable enough in number, em 


group of 


ployment, value of product etc., fo 


have economic significant e; whi h 
establishments can be associated to 
gether because of common character 
istics and which when so associated 


will produce meaningful statistics. 


Specialization Ratio: Vhe relation 
between an industry's shipments of its 


primary product and its shipments of 


all produc ts 


Coverage Ratio: The relation which 


Industrial Enumerator 


This is Hugh Britton, director of McGraw-Hill’s Census of 
Manufacturing, which is the largest survey of American industry 
conducted by a private firm. Britton’s department will mail, this 


year, 200,000 questionnaires. 


McGraw-Hili’s Census of Manufacturing is patterned on the 
classifications established by 
Standard Industrial Classifications. Britton has been with the 
firm since 1931. He lives at Stony Point, N. Y 


the Federal government in its 
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the industry's shipments of products 
primary to that industry bear to total 
shipments of those products. 

Frank A. Cisar, co-chairman of the 
‘Technical Standard 
Industrial Classification, emphasizes, 


Committee on 


in discussing the new Manual, the 
understanding how it 
what the changes 
mean, and why and how they were 
He says: 

“The important thing is that in- 


necessity tor 
was developed, 
made 
dustrial statistics are grounded on the 
unit known as an establishment. In 
addition to getting output statistics 
we must also get input statistics. We 
must associate with the output the 
materials, the man hours, the payrolls 

all of those things which result 
in the outputs Just as soon as you 
start to associate inputs and outputs, 
trying to break a single production 
unit into many establishments based 
on the becomes 


produ ts produc ed 


impossible, for the input data breaks 
down We have very few establish 
in this country that are single 
You Can look 
at the 1954 Census data by Industries 
and get the number of establishments 


ment 


product establishments. 


that spec ialize by product « lass within 
each Industry. ‘The figures are given 
for those which specialize 90% or 
gives the impression 


better which 


that they are almost 100% in a single 
product class. You get an individual 
product item only to the extent that 
that one item makes up a product class 
and that’s very seldom 


Manual we 


kept in mind that we were not 


“In developing the 
alway 
classifying products, we were classi 
fying plants or establishments.” 


With this 


distinction which came up time after 


distinction in mind, a 


time in the discussions with business 
representatives let's follow the devel 
opment of the new Manual. 


How the Manual Was Developed 


First, it is necessary to get firmly 
in mind what an “Industry” is. Cisar 
says: “Anyone can use the term in any 
way he wishes textile industry, 
food industry, durable goods indus 
try. From the standpoint of SIC the 
word is a convenient bit of verbiage 
that tells one that here are a group 
of establishments that are enough 
slike so that the data about them can 
be added together to produce a sta 
at It is a multiple establishment 
t 


and we call it an Industry.’ 
How are the establishments which 
make up an industry alike? Not all 


are alike in the same way ; 


itistic 


in some 
cases the controlling characteristic is 
the product manufactured, in others 


the materials used, in still others the 


manufacturing process employed. Why 
is this? ‘lo quote Cisar again: 

“Because those characteristics or 
that particular characteristic happen- 
ed to be the most important to dis- 
tinguish that establishment or those 
establishments from all other estab- 
lishments. 

“Why is it that we have all found- 
ries together? Why don’t we classify 
them on the basis of the products they 
produce? 

“Because if that were done a sin- 
gle establishment is likely to shift 
among a wide range of Industries 
without ever changing its economic 
complex one bit. They are job order 
shops; they produce on the basis of 
the orders they get; they have the 
facilities for producing a wide range 
of products. ‘The most important 
characteristic of these establishments 
is how they produce. 

“There’s another kind of Industry 
which associates together all the estab- 
lishments producing a particular range 
of products. Why? Because the func- 
tions performed in producing these 
products are enough alike so that a 
statistic on the composite of all of 
them will, when applied to any one 
establishment within it, be truly rep- 
resentative of that establishment and 
what it’s doing. 

“There are those Industries based 
Why are wood 
household furniture plants separated 
from metal household furniture 
Look at the plants. They 
produce wood or they produce metal, 
they don’t produce both. When they 
start producing both, then these In- 
dustries will have to be combined. 
But to the extent that they still spe- 
cialize they have nothing in common. 
Their materials are different, their 
processes are different, their employ- 
ment, their 


on material used. 


plants ? 


occupational needs are 


Conversion Tables 
Available 


Two Conversion Tables have 
been developed by the Bureau 
of the Budget which will ease 
the task of changing over rec- 
ords from the present to the re- 
vised SIC. One covers the manu- 
facturing industries, the other 
non-manufacturing. Single 
copies are available free. Write 
Bureau of the Budget, Executive 
Office of the President, Washing- 
ton 25, D. C. Ask for Conversion 
Table of Manufacturing (or Non- 
Manufacturing) Industries From 
1945 Edition to 1957 Edition SIC. 


altogether different. So they are kept 
separately. Inputs actually have as 
much influence on how establishments 
are associated together as d> outputs, 
but both must be watched.” 

The base of the new Manual was, 
of course, the old. Business groups 
were asked to study the old Manual 
as it affected their particular areas 
and to suggest changes which might 
make the statistics derived from the 
use of SIC more useful to them. Va- 
rious government departments repre- 
sented on the Technical Committee 
did the same thing. From this process 
there were developed a mass of sug- 
gestions for new Industries, for the 
elimination of old ones, and for the 
regrouping of Industries in new ways. 
The Technical Committee set up cri- 
teria for examining these suggestions. 


Earlier Statistics Supplemented 


‘The first move was to establish an 
“average” Industry. This was done 
by taking all of the Industries in the 
old Manual, except those composite 
groups identified as ‘not elsewhere 
classified,” and then adding together 
the statistics on those Industries de- 
veloped in the 1954 economic cen- 
suses. The returns from the 1954 
economic censuses were then regroup- 
ed according to the proposed new line- 
up. 

In the manufacturing industries, 
for example, the criteria were: 


Number of establishments 
Number of employes 
Value added by manufacture 


Value of products shipped 


It was recognized that two of these 


factors number of employes and 
value added by manufacture had 
more significance than the other two 
since number of establishments per 
industry will, when averaged, reflect 
numerous small plants in relatively 
few Industries. For example, five 
Industries (bakeries, sawmills, news- 
papers, commercial printing and con- 
crete products) account for_approxi- 
mately 22% of the total number of 
establishments but only 8% of em- 
ployment and value added. Value of 
shipments for a particular Industry 
may reflect high cost of raw mate- 
rials with little value added by proc- 
essing. 

These four items then were the 
method of judging size for a proposed 
Industry. The factors of number of 
employes and value added by manu- 
facture received double weight in the 
calculation of the final “point score” 
for each proposed Industry. The 
average Industry in manufacturing 
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THE SCHUYLER HOPPER Co. 


MARKET RESEARCH - SALES PROMOTION + ADVERTISING 
TWELVE EAST FORTY-FIRST STREET + NEW YORK 17, N. Y. + LEXINGTON 2-3135 


Why are there so many 


"one-fisted" Sales Managers? 


Sales managing is a "two-fisted" job. But some Sales 
Managers tie one hand behind their backs by defining 
their jobs in terms of super-salesmanship only. 


These men got to be Sales Managers because they were top-notch 
salesmen. They're expert and specialized in the use of that one arm of selling - 
personal salesmanship. Becoming Sales Managers has merely made it possible for 
them to use that arm more prodigiously. They're "one-fisted" Sales Managers. 


To the extent that a Sales Manager is a teacher, and can pass along his enthusiasm, 
his knowledge, his experience, and his superior sales techniques to his men, he can 
undoubtedly turn up a record of reduced unit sales costs by virtue of his teaching 
talent. But he's still a "one-fisted" Sales Manager. 


NOW - if, in addition to good selling and good teaching, he makes good use of that 
second strong "fist", the promotional aids to selling, he will greatly multiply the 
possibilities of reducing unit sales costs. He will make the best possible use of 
handbooks, sales kits, publication advertising, catalogs and bulletins, direct mail, 
manuals, publicity and merchandising. He will put those promotional aids to work to 
solve two problems; 


1. How to give his salesmen more prime prospects to call on - 
prospects who are known to be interested in the product. 


How to make it possible for his salesmen to spend less 
time on elementary explanation of the product's features; 
more time closing sales - which is one part of the sales 
job that only salesmen can do. 


Thus the Sales Manager will greatly multiply the sales-producing ability of his 
whole sales organization. He will be in a better position to show his top 
management how lower unit sales costs can play an important part in his company's 
profit picture. 


He will have become a "two-fisted" Sales Manager. 


‘ fy . Ye lou “rs Yo 
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MARKET RESEARCH + SALES PROMOTION + ADVERTISING 


‘Experi need in the profitable use of the tools that help build sales at lowe unit sales cost.” 
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Name Designation 
Major Group 2-digit 
Group }-digit 
Industry 4-digit 


is the 4-digit or Industry level. 


7 do not, and they are: 


Basic Structure of SIC 


Example 
SIC 36—Electrical Machinery, 
Equipment & Supplies 
SIC 363—Household Appliances 
SIC 3631—Household Cooking 


The finest level of detail in the Standard Industrial Classification 
Additional digits can be and are 
added to identify Product Classes within the Industries. 


In the revised manual 14 major group classifications have changes; 


19 Ordnance & Accessories 


21 ‘Tobacco Manufacturers 

24 — Lumber and wood products 

26 — Paper and allied products 

27 Printing, publishing and allied industries 
$] Leather and leather products 

37 — ‘Transportation equipment 


Equipment 


had 631 
34,463, 


value 


employing 

resulting in $255 million 
added by manufacture, and 
shipping $599 
million. It was against these figures 
that the proposed Industry was meas 


ured, 


establishments, 


products valued at 


Existing Industries were con 
sidered sufficiently sizable if they at 
tained a point score of 10 or above, 
which means 10% as big as the aver 
age. Proposed Industries, to be con 
were re 
quired to attain a score of 20 or 


sidered of sufficient size, 


higher. 


Industry Standards Raised 


In addition to the size qualifica 
tion, specialization and coverage (see 
SIC definitions on page 81) were 
examined for each proposed Industry. 
\ minimum specialization ratio of 80 
was set up as the standard here; in 
other words, the establishments which 
would be included in the proposed 
must obtain at least 
80% of their revenue from product 


new Industry 


classes defined as belonging within 
that Industry. For the coverage ratio, 
different criteria were established for 
different Industries. “The 
minimum for those Industries pro 


types of 


ducing for commercial sale is 70, for 
other industries 50, except for those 
which entirely 
from purchased materials where the 
ratio is 33. ‘This means that for an 
Industry to be considered for inclu 


Industries produce 


84 


sion, assuming that the Industry is 
one which produces for commercial 
sale, the establishments within the 
proposed Industry must account for 
at least 70% of the total production 
of the product classes included with- 
in the Industry. 

These rules were not always rigidly 
applied but were sometimes tem- 
pered by other considerations. Some 
Industries in the new Manual do 
not qualify under all of the meas- 
ures mentioned but have been retained 
or established despite this. For some 
it is necessary to have readily avail- 
able reliable data to meet the needs 
of defense mobilization. Others may 
be very large but have specialization 
slightly below 80°. Some Industries, 
such as Machine ‘Tools, may be at 
the lower specialization limit yet be 
retained because they are considered 
of special significance in economic 
fluctuations. Industries may be estab- 
lished in growing sections of the econ- 
omy which, while meeting the other 
qualifications, are not yet big enough 
to qualify under rigid application of 
the size criteria. 

Another factor of great influence is 
the “disclosure rule.”’ Government 
agencies are forbidden by law to pub- 
lish statistics which may reveal the 
operations of a single company. Thus, 
some proposed Industries, meeting all 
of the requirements of economic sig- 
nificance, homogeneity and coverage, 
must be combined with others because 
separate statistics would “disclose.” 


“Left-Overs” 


After all of these examinations, re- 
tabulations of returns, discussion and 
reexamination, there remain certain 
left-over segments of American indus- 
try. If these lines of business are 
closely associated with the activities 
of an established Industry they may 
be combined with it. While this will 
tend to reduce that Industry’s spe- 
cialization ratio such a procedure may 
be preferred to building up the mis- 
cellaneous “not elsewhere classified” 
category for the group in which the 
establishments in question are in- 
cluded. 


Other Refinements in the Manual 


In the past it has been the practice 
to classify auxiliary units — ware- 
houses, laboratories, administrative 
offices, etc. — associated with a manu- 
facturing operation in the same four- 
digit category. This has resulted in 
the distortion of some of the statistics 
published. In the new Manual this 
will no longer be the case. Auxiliary 
units such as these will now be sepa- 
rately coded. ‘They will carry the 
Major Group designation with “0”. 
as a third digit and the fourth digit 
designating the particular type of 
auxiliary. Thus, a research labora- 
tory, subsidiary to a chemical plant 
but in a different location, will be 
coded 2802, an administrative office 
2801, a warehouse 2803, and other 
auxiliaries 2809. This will serve to 
get cleaner statistics at the four-digit 
level without “losing” the employ- 
ment, payrolls, and other factors as- 
sociated with the auxiliary. 

‘The Government classification will 
now be split into four Major Groups 
covering Federal, State, Local and 
International government. In each of 
these groups there will be four-digit 
designations to identify the particular 
type of governmental activity in- 
volved, 


Getting Product Statistics 


Much of the interest in the indus- 
trial statistics centers around the 
product information which is devel- 
oped. In the 1954 Census of Manu- 
factures, far more information is 
made available on individual products 
than ever before. The SIC is de- 
signed to allow development of such 
product data. 

The finest level of industrial detail 
in the SIC is the four-digit or Indus- 
try level. The code is so designed, 
however, that addition of further 
digits makes it possible to develop 
statistics, still within the same frame- 
work, about the product classes which 
make up the various Industries. As 
Cisar puts it: 
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FULL COLOR AVAILABLE 
for 100% coverage of 


Americas flo. 1 
Test Market 


The SYRACUSE NEWSPAPERS are read, daily and Sunday, 


in 100% of the homes of metropolitan Syracuse 


— the nation’s best test city according to a nine- 


year audit of testing operations by Selling Re- 


search Inc. 


THESE NEWSPAPERS also deliver a great big plus—effec- 


tive circulation in 14 surrounding counties! 


IN THIS TRULY IMPORTANT MARKET, with a population 
just short of 1,400,000 and annual spending 
power of $2 billion, you just can’t buy another 
combination of media that will do a comparable 


job at a comparable cost. 
R.O.P. Full Color—Daily and Sunday 


Represented Nationally by America's No. 1 
MOLONEY, REGAN & SCHMITT Test Market 


the SYRAC WSPAPERS 


aw 
Doub « 


HERALD-JOURNWAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 
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Will 


your job better make 


oin 


your job better? 


Then you'd better learn 
about Perrygraf Slide-Charts. Send 


for FREE “how-to” kit today! 


If your company has a sales 
problem...you haveanopportunity. 
The opportunity to help your com 
pany and help yourself...with an 
efficient, tested tool—designed and 
produced without technical drudg 
ery by you! 

Perrygraf Slide-Charts are used 
by leading companies, large and 
small. Among the sales missions 


they accomplish are 


e Get more qualified inquiries. ..to 
build cream prospect lists 

e Make salesmen more productive 

e Give salesmen a useful ‘door 
opener” and ‘conversation 
piece” 

@ Inject your product for considera- 
tion at the buying moment 

e Add related items to orders 

e Make your sales story easy to 
grasp and remember 

e Funnel demand to standard sizes 
and styles 

e Keep the product sold 


When you produce results like 
this for your company, you're doing 
your job better. And that should 
make your job better. 


PERRYGRAF Corp 
150 S. Barrington Avenue, Los Angeles 49, Calif. 


What IS a Slide-Chart? 


A Perrygraf Slide-Chart, at the 
pull of a slide or the turn of a disc, 
gives information needed to 
specify your product. One simple 
operation selects the right item 
...8olves essential engineering or 
mathematical problems...shows 
how your product operates. 


Actually, it’s easy to put a 
Slide-Chart to work for your com- 
pany. Perrygraf, originator and 
leader of the Slide-Chart field, 
handles the job from start to finish. 
You outline your sales problem... 
supply data sheets, catalog pages, 
engineer reports, or whatever...and 
Perrygraf takes it from there. 

Get the complete story in Perrygraf’s 
Slide-Chart Idea Starter Kit. You'll 
get actual Slide-Charts...case his- 
tories of their use...and a handy 
form for outlining what you want 
your Slide-Chart to do for you. It’s 
yours without cost. So mail the 
coupon today! 


FREE Idea Starter Kit! Mail the Coupon 
Today...Get Your How-To Kit 
by Return Mail! 


Dept S-87 


Please send me your free Idea Starter Kit—with 
actual samples of Perrygraf Slide-Charts as used in 
my industry 


NAME riTLe 
PERRYGRAF COMPANY 
SLIDE-CHARTS ADDRESS 
Ouick Facts for Stronger 
Simpler Selling CITY & ZONE STATI 


“What we have tried to do is to 
associate together, at the first level 
of detail, a homogeneous group of 
establishments and combine these into 
groups and then into Major Groups 
that will be the type of combination 
and type of arrangement that meets 
general purpose needs. The building 
blocks are there to make any other 
arrangements, 

“People like to arrange Industries 
on the basis of durable versus non- 
durable, or consumer versus producer 
goods, or in many other ways. To the 
extent that we have been successful in 
associating like things at a four-digit 
level, this classification lends itself to 
rearrangement and special analysis in 
any way that anyone might want to 
do it. Then, too, it is possible to break 
down the output figures and some of 
the inputs into product classes as has 
been done in the 1954 Census. 

“People seem to be interested in, 
‘Who else is producing my gadget? 
How much are they producing?’ They 
are not particularly interested in how 
much it costs to produce it or what 
the inputs were, only the output. 
That can be had from the Census.”’ 


Dangers 


The Standard Industrial Classifi- 
cation is a very useful and a very 
flexible tool. Lack of understanding 
of how it is made up and what can 
and cannot be done with it can, how- 
ever, be risky. People have attempted 
to set up uniform insurance rates, 
using the four-digit Industry to de- 
termine them. ‘This hasn’t worked 
too well. For example, an Industry 
puts together all establishments which 
make vacuum cleaners. A basic rate 
is established for the Vacuum Cleaner 
Industry, and then it develops that 
half of the establishments simply as 
semble the vacuum cleaners and the 
other half manufacture the parts and 
assemble them. Obviously, an insur 
ance rate established for one of these 
classes of establishments will not be 
suitable for the other. Similarly, in- 
experienced marketing men have used 
SIC uncritically to develop sales data 
or set sales quotas, and with similar 
unfortunate results. 

‘To properly use statistics classified 
by SIC one cannot be a headline 
reader. The injunction, “read the 
small print,” is very necessary for 
anyone who intends to get the most 
out of such use. Study the structure 
of the Industries, read the Introduc 
tion and the Appendix, become fa- 
miliar with all the features of the 
Manual, then you can go ahead with 
confidence to develop your own best 
method of using SIC. 

The End 
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TO GET TO THE FAMILIES ON THE UPPER CRUST... 


GET IN THE TRIB 


* The TRIB reaches a higher concentration of high-income 

families than any other New York newspaper... 

the high-income families who buy twice as much of most 

advertised merchandise per family as the low-income group. 
Get the top of the New York market ... get more sales results 

per dollar of advertising ... get in the TRIB! 


NEW YORK 


Herald Tribune 
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“ADVERTISING 
HELPS US COVER 
A BROAD MARKET” 


Fred Jackson, Vice President of Sales 
of the Walworth Company, Tells How 
Business Magazine Advertising 


Expands Sales Coverage 


Fred Jackson says: ‘‘Walworth products serve almost 
every industry where liquids, gases, or solids flow through 
piping or pipelines. Just to interest new prospects and 
keep our present customers properly informed by per- 
sonal contact would take an ‘army’ of salesmen. 

‘*That’s why we rely so heavily on advertising in busi- 
ness and technical magazines. They are the economical 
way to place information on our products before the men 
who make buying decisions.” 

What Fred Jackson says defines the concept we call 
*‘mechanized selling’’— using business magazine advertis- 
ing to perform the preliminary steps of creating sales. It 
establishes contact, arouses interest, creates preference 
. .. gives your salesmen more time to make specific pro- 


posals and close orders. 


IF WHAT YOU MAKE OR SELL is bought by busi- 
ness or industry, you can reach more prospects regularly 
and at far less cost by concentrating your advertising in 
those magazines serving your specific markets. And in 
most cases, you will find you can do this most effectively 


in one or more McGraw-Hill magazines. 


Mc GRAW-HILL PUBLICATIONS 


McGraw-Hill Publishing Company, Incorporated 


fe. 


330 West 42nd Street, New York 36, New York 
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Revenue Cops to Smoke out 
Expense Account Abuses 


Uncle Sam is going to be demanding more proof that some 


of the fancier items which turn up on income tax reports as 
“business expenses" are justified. This applies both to 


company returns and to returns by individual executives. 


By JEROME 


lor years, cartoonists and play 
vrights have been satirizing, soci 
describing and moralists in 
Account 
ociet Nevertheless, it continues to 
flourish It yacht build 


er proprietors of swanky 


ologi rs 


eighing against Expense 
suppliers 
resort 
hote | 


manufacturers of personal 


plane all prosper, too, Now the 
is heightening its part 
attack on it: The Internal 


intends to take as 


(jsovernment 
in the 
Revenue rvic 
much as an of what expense a 
count life most needs 

Recently, 
Russell C 


ent to the tax collectors this instruc 


money. 
Revenue Commissioner 
Harrington signed and 


tion, “For Internal Revenue Service 
Use Only”: 

“For some time our field agents 
have been alerted to abuses by in 
come tax payers claiming deduction 
for travel and entertainment which 
could not be justified as ordinary. We 
have been taking a close look at ex 
pense deductions involving such items 
entertainment, travel, 
yachts 


as club dues 

maintenance of automobiles 

ind airplanes, maintenance of com 

pany upported residences and so 
forth 

“One area which requires close at 

tention involves the use of alleged 
hy ofhce 


or the sole purpose of send 


established in resort 


executives to such cities 
Other deductions in 


ol purported business 


D ISINCSS 

acations 

e expens 

of attendance at sporting event 

distant cities and other non-bu 

actin 
bu IeSs . 

We obviously have no desi 

| Ve how to spend the 

uf we cannot permit expend 

be deducted tor tax pu 


thout proper justification 


SCHOENFELD 


With this in mind, you are requested 
in the process of your audit of in- 
returns to scrutinize ex- 
pense accounts closely for abuses such 
as those outlined above and others of 
similar character.”’ 

Usually, such circulars are mailed 
only to agents who read personal tax 
statements, and study 
them. 


come tax 


those who 
corporate returns don’t see 
‘This one went to everybody. 

Revenue agents used to barely skim 
company payments covering em 
ployes’ expenses. If the board didn’t 
object to a Newport mansion, the 
revenue agent wasn’t going to. Even 
if it was not a true business expense, 
he allowed it as additional compensa- 
tion to a valued officer. 

Then it occurred to Service off- 
cials that in management-owned com- 
panies, at any rate, it paid the officer- 
owners to call their dividends ‘“ex- 
penses.”’ A similar theory is being 
applied to companies with widely dis- 
tributed stock. After all, annual re- 
ports and proxy statements don’t dis- 
close officers’ expenses, and it could 
well be that management has decided 
to take part of its pay in non-taxable 
expenses. 

‘The Revenue Service has a powe1 
which people are not aware of. It 
can decide that, adding salary, bonus, 
pension stock options and expense 
checks, 


ager or some other officer got more 


the president or sales man- 
than he was worth during the tax 
year. Then it can limit how much 
may be deducted from taxable in 
come, 

I'he main job of an examiner read- 
ing a company return is not to ap- 
praise officers’ performance. He will 
merely do some sleuthing to help 
colleagues who are studying the per- 
sonal returns. He will ask companies 


for more detailed breakdowns of ex- 
pense deductions, including names and 
dates. He will circle such terms as 
“vacht” or “house” or “Miami 
branch” and write in “fringe pay- 
ment ?’’—a question which agents at 
work on personal returns will at- 
tempt to answer. 

Those leading the attack on Ex- 
pense Account Society have no per- 
sonal acquaintance with it. An agent 
starts out, in Civil Service parlance, 
as a GS5 earning $3,670 and pro- 
gresses to the status of a GS12 
getting $8,600—and aspiring to $25,- 
000 as a tax consultant. He neither 
understands nor sympathizes with ex- 
pense account life. 

Executives do not sharply 
work and rest, business and pleasure. 
They work on what is supposed to 
be their own time as much as they 
play on that of the employer’s. To 
earn prestige within and for his com- 
pany, an executive, with money that 
is clearly his own, may live beyond 
not only his means but often his in- 
clinations and tastes. The boundary 
between his personal and business ex- 
pense is no vaguer than that between 
his business and personal life. Be- 
cause social and business life na- 
turally mix, the cost of including his 
wife in many activities seems a proper 


divide 


company expense. 

To a revenue agent, in contrast, 
nothing is easier to differentiate than 
business and living expense. The dis 
tinction is as great as that between 
monotonous tax forms and ball game 
score cards. Regulations, rulings, 
court opinions, pound the distinction 
home and refine it. Business expense 
helps earn money. The agent asked: 
“This Palm Beach branch. What 
orders did it get?” 

Here are some cases, not actual, 
but modeled roughly after claims the 
Service deals with. They are taken 
at the point at which the claim is 
received and the agent does not yet 
know whether to accept or disallow: 


1. A company buys a $150,000 
yacht on which the president en- 
tertains both customers and execu- 
tives in his own firm, wives and 
friends included. Can the yacht itself 
be amortized? Can its maintenance, 
along with the food and liquor served, 
be deducted? How are personal re- 
turns affected? 

Even if he did not believe that 
the president entertained customers 
and other company officers, the agent 
would probably allow the appropriate 
company deduction as _ additional 
compensation to the president—and 
would flag his fellow worker handling 
the president’s personal return. This 
second agent would then demand 
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How to keep shipping costs under control 


Late shipping struck Albert a hurricane blow 


It upset his business and cost lots of dough 


If you're paying extra for pickups, deliveries, or insurance, 


your shipping dollar's going fast, but not far. 


What to do about it? 


Call Railway Express for really economical shipping. Just one 
fixed charge is all you pay. And you get swift coverage no 

other company can match, for Railway Express reaches some 
23,000 American communities. And now, with Railway Express’ 
new World Thruway Service, you can speed shipments to and from 
almost anywhere in the world! So, whether you're sending or 
receiving, here or abroad... always call Railway Express, 


the complete rail-air-sea shipping service 
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Al's back on his feet now and shipping with thrift 


He calls RAILWAY EXPRESS~—- it's dependably swift! 


mILW4q 
SExPRESS 


IGENC 
v7, 


—an 
hice Si 


Oot a years use 


president might 
howing that 
aluable cus 
was listed as 

ol entertaining inior ofh 


would ji s by 


ny how hare ] ] to Keep execu 


president to take 


the agent would demand the 


of the juniors he had enter 


and the amounts spent on 

One, it might turn out, had 
gotten several thousand dollars’ worth 
ol ichting Just as the president 
had convinced his ayent that he had 
to pamper his staff members lest they 
might in 


irn convince his agent that the pres! 


quit the junior executive 


t 


dent invitation was a command 
obedience to which insured his job. 

More likely, the invitation would 
have been scattered among dozens of 
men Whethe: the Service would try 
to tax them all is uncertain. ‘I hough 
the Service fights shifts in compensa 
tion from the cash it can tax to bene 
fits which are hard to appraise, the 
price it could set on a few invitations 
to ride the boss's yacht would prob 
ibly be too low to be worth taxing. 

\t one extreme a company might 
take the full deduction on its yacht 
and nobody who sailed it would be 
taxed. At the other, the Service might 
decide that the ofhcers had banded to 
gether to have some fun at company 
ind government expense It would 
disallow the company deduction and 
try to tax each ofhcer on the market 
alue of the hun 


Vl ost 


treme 


returns present neither ex 
lhe quarrel is over percent 
ie how much to allocate to busi 
ne ind how much to leisure. [here 
1 a tendency among agents to see 
little but leisure in the lives of top 
ranking men 


) 


leach winter, the sales manager 
with his wife, goes to Bermuda at 
ompany expense for refresher train 
ing. What deductions are allowed ? 
Companies have generally been 
illowed to deduct expenses the Serv 
ice considered legitimate for educat 


Here, 


the sales manager must report as in 


ng or rewarding their ofhcers 


one thre ost ot his 
W het he 


what he 


wifes trip. 
own is taxed depends on 
tudying and how much 
into it. If he studies the 
OMpany new production tec hniques, 
he need not pay. Some companies 
finance the education of their ofhcers 
mothe 


\vents 


omMmpanies yet thei 


ancient and modern 


iSSICS 


} 
| 
don't always believe that the 


money's worth 
ind s y ite this as a taxable 
fringe benefit. ‘he value of literary 
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knowledge to the companies paying 
for it will probably be argued some 
day before tax courts. 


A sales manager wants to travel 
in the United States and abroad to 
decide where to organize branches. 
What may be deducted ? 

In the past, the Service considered 
that the company man had clinched 
his Case if bran hes were indeed set 
up. So, it was mainly a question of 
whether prospective branches or the 
quest of pleasure had determined the 
ofhicer’s travels: evidence of research 
that could be connected’ with future 
sufficient. Now the 
Service is skeptical about the branches 
themselves. If they are to be located 
in lush resorts, the agent will disallow 
the trip unless the company 


bran hes was 


makes 
products which sell precisely in such 
places. ‘This hardship for 
companies now trying to invade the 
resort market. 


suggests 


+. A dairy owner went to Africa 
in order to provide the local zoo with 
additional specimens. He wanted to 
deduct the cost of his trip as a busi 
ness expense. ‘he Service allowed 
him to deduct, as charity, only the 
market value of the lions he gave 
away. Later, the Court decided that 
both the trip and the contributions 
had provided wonderful publicity, on 
which the company cashed in. 

The Service is worried lest com 
pany owners and ofhcers hereafter set 
their public relations departments to 
writing news releases every time they 
take vacations. It will be strict and 
literal in demanding conformity to 
the circumstances of the dairy deci- 
sion, but won't go so far as to insist 
on lions. 


\ wealthy financier maintains a 
mansion in Newport, to which he in- 
vites various Texas millionaires who 
sometimes participate in his ventures 
mills, 
shipyards, etc. Because he is rich, it is 


buying up. steel railroads, 


his practice to avoid “ordinary” in 
ome: he is strictly a capital gains 
man. Can he deduct upkeep of the 
mansion as a necessary and ordinary 
expense ? 

The Service accepts as “ordinary” 
the cost of carrying on a business that 
secks only profits. It 
would be likely to accept some de 


extraordinary 


ductions on the mansion, the Com 
notwithstanding, 
though 
large, was negligible in comparison to 


missioner’s circular 
particularly if the amount 


the profits. It might happen that in 
market 
financier and his ‘Texas allies 


fashioning thei coups, the 
went 
from mansion to mansion, each taking 


deductions. Except that each million 


aire would have to distinguish be- 
tween business and personal costs of 
running his household, this evidently 
would get by. People doing business 
with each other can continue to live 


On Cat h others’ expense accounts. 


In deciding what to accept, the 
agents follow their own unwritten 
rules, based on what they 


consider 
“common sense.’ 

‘Two sales managers, in different 
lines, might draw the same pay on the 
same volume of business and report 
the same expenses. An agent handling 
both forms might allow higher ex- 
penses in one case than in the other. 
He “knows” that people in one field 
do, and that those in another do not, 
have to entertain lavishly. He would 
allow vastly more to a man in show 
business than to a manufacturer of 
ethical drugs. Business by business, he 
grades probable percentages of ex- 
penses to earned income. If he ever 
disclosed what these percentages are, 
everybody would have a minimum 
from which to start. 

To spend $500 entertaining some- 
body whose orders for a whole year 
could not be more than $1,000 would 
appear suspect. ‘To minimize the 
possibility of questioning, company 
branches in delightful seaside resorts 
should be visited often by prospects 
in a position to place orders com 
mensurate with the expense. 

The tax manuals repeat a simple 
suggestion. It is always better for 
the company, rather than the execu 
tive, to pay the expense bill. When the 
executive lays out the money, the 
Revenue Service gets two shots, since 
it examines both the company and 
the personal return; in the other case 
it gets just one. Moreover, an expense 
voucher system results in high de 
ductions which agents examining pei 
sonal forms will query. The worst sys 
tem is to earmark part of the annual 
payment as “expense.” The round 
figure simply invites investigation. 

When Eisenhower became Presi 
Washington relations 
men joined the Burning Tree. An 
agent who had read the Commis 
which 
clubs, might ask one of them: 


dent, public 


sioner’s circular, mentions 


“What 
public relations do you do out there ?’ 
It would not do to hint mysteriousls 
that the Burning Tree provides a 
source for the rare inside dope needed 
to steer the government relations pro 
gram. It would be better for the Pro 
to say, “It impresses my boss in New 
York 
tomers.” This reply illustrates a good 
rule that is hard to follow: to be 


who has to impress his cus 


frank with the agent even when it 
discloses lack of frankness elsewhere. 
The End 


SALES MANAGEMENT 


STYMIED... 


AT THE PAY-OFF! 


Ever faced a situation like this: an ad campaign set to break par— 
but stymied at the pay-off? Well... it’s all in a round of golf for the 
man behind the putt, but it’s a serious business when your 

money is riding on an ad campaign that must produce results! 

When it comes to the most important aspect of your entire 
program—Merchandising at the Point-of-Sale—we're old pros 

For more than SO years our job has been to create new 

ideas that sell... invent point-of-sale merchandising programs 

that stop shoppers, get action... pay off where it counts — 

at the cash register. Let our nation-wide organization show you 

how Merchandising at the Point-of-Sale can keep your ad 

campaign out of the rough; produce top results whether for a single 
display job, or a year-long program. Trademark Myetik Kogintered 


Merchandising « the POINT-OF-SALE 


CHICAGO SHOW PRINTING COMPANY, * Lithographed displays for indoor and outdoor use * Animated Displays 


2660 N. KILDARE, CHICAGO 39 ¢ Cloth and Kanvet Fiber Banners and Pennants * Myastik*® Seif Stik Dispiaye 


*Mystik® Can and Bottie Hoiders *Mystik® Geilf-Stik Labels *¢Gquee-zei* 


*® Econo Truck Gignse * Booklets and Foiders *¢Moided Piastic 
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My Six Rules 


For Planning 
Successful Contests 


Not all sales organizations will respond to the same kinds 


of awards, but certainly the principles governing sound 


contest-planning can be applied in almost any industry. 


By CLARK HARRIS, 


Sales Manager, Ward Harris, Inc. 


Don f 


ale ontests as morale builders. 


underestimate the value of 


urge that after six years of 
During that 
learned a lot about 


menting Ww ith then : 
we have 
lol achieving a ariety of 
for contests have a wider 
st to stimulate men to 

more eflort in rea hing quotas 


\ rood 


good produces Burt his 


salesman is first of all a 
production 
details 
the all important Tunction ot 


requ rcs 
beside 

making 
detail pape! 
direct-mail 


who often neglect them. Contests help 


attention to many 


uccessful calls. Some of these 
work 


chores bore 


lead building 


salesmen 


o focus attention on thei importance, 

Ward Harris, Inc founded in 
1932 by Ward Harris, is exclusive 
distributor in northern California for 
Thomas A, Edison voice writers. We 
have found that the best way to keep 
good salesmen is to offer them a good 
basic sales compensation program, 

Ihe second way to hold good men 
and keep them interested and enthus 
iastic is to offer incentives—and con 


We's e wor ked 


them out to suit our own needs. and 


tests are out choice 
we hold them regularly. 

lor many years out organization 
has been one of the outstanding Edison 
sales ofhices. We believe the contests 
uve largely responsible for the extra 
effort and enthusiasm that has made 
this possible. | might add that I, as 
iles manager, get as muc h fun out of 
them as the men do. As a result of 
trial and error we have come to 
ions about 


ontrests, 


these rules: 


|. Use both long- and short-term ob- 
jectives. We run contests monthly, 
special 


quarterly annually, and in 


situation Objectives are both long 


ind short-term. Each month there is 


94 


contest and, 
usually, two or more special-objective 
These latter vary from 

month, depending upon 
where extra effort in routine activities 


is needed, 


a sales performan< 4 
contests. 


month to 


2. Pick awards the men respond to 
best. After trying both cash and 
merchandise awards we have found 
that money is most effective in stimu- 
lating increased activity. We do use 
merchandise, too. For example, during 
the Summer vacation months we may 
offer prizes with a strong outdoor 
appeal such as barbecue sets. But 
month in and month out, money pro- 
vides the best incentive. Interestingly 
enough, the amounts need not be high. 
In our annual contest for sales per- 
formance, the man who makes the 
highest percentage over quota for the 
vear gets $300; the second man, $200; 
the third, $100. When company 
profits go up, the annual bonus 
awards can go up to. 


3. Set specific objectives. (Quotas are 
one kind of objective and the most 
important. 
paper-work 
ample, the man who receives the most 
leads from his direct-mail effort in 
a month wins $10. This is a means 
of focusing attention on a valuable 


Sut we have a variety of 
contests, too. Fo ex 


phase of selling. 

Every month the emphasis is given 
to one or more detail jobs which 
salesmen are prone to side step or 
ignore. Contests in the area of paper 
work and routine procedures prove 
very rewarding. Sales performance in 
centives are necessary and included as 
a matter of course by most sales de 
partments in programs for maintain- 
ing enthusiasm. But frequent spot 
lighting of top men 
may be consistent winners—may dis- 


Ww ho somet imes 


courage those who win less often. 


4, Use group competition. Besides 
the competition between man and 
man, good results accrue from ‘‘team”’ 
competition. We have a number of 
regional offices between which na 
tural rivalries exist, like San Fran- 
cisco and Oakland. We stage these 
performance battles on a quarterly 
basis. The region that wins and the 
one that loses get together for a 
dinner party, the members of the 
winning team eating steak while the 
losers eat beans. Management pays 
the bill for the meal, but each man 
on the losing team pays $4 towards 
the cocktail party that precedes it. 


5. Bring the salesmen's families into 
the contests. Every man likes to be 
a hero to his family. Our usual pro 
cedure with each new contest is to 
mail information on it to the sales 
man’s home. Sometimes it is ad- 
dressed to the wife alone, with sug 
gestions to her for ensuring her hus 
band’s successful participation. More 
often it goes to the home addressed 
to both the man and his wife. 

‘Then, we keep the wife advised 
of her husband’s progress. We may 
even arrange it so that, if a man 
wants to know how he’s doing, he 
has to ask her for the report. 


6. Provide honor awards and recog- 
nition as well as money and/or mer- 
chandise incentives. This is the real 
morale-building factor in 
The prize, important as it is, would 
have far less value than it does have 
if the man’s fellows, friends, wife and 
family did not know of his triumph. 
We send bulletins to all of the men 
with the reports on contest winners 
giving commendation 
where it is due. At the end of the 
year, contest results and awards are 
summarized and publicised among the 
men and their families. 

Then, we have what we call ou: 
'4$9er Club for the men who reach 
100% of their yearly quota, or over. 
Besides cash prizes the men receive 
a club pin the first year they achieve 
membership. Repeaters get a prize or 
trophy—for example, an ash tray 
with the club insignia. The man with 
the highest percentage over quota be- 
comes club president for the year; the 
next, vice-president; the third, treas 
urer. 

Variety in the contests, in the way 
they're run, and in the awards con- 
tributes to the interest and hence to 
the enthusiasm of the participants. 
We would say that frequent change, 
surprise, the element of the unex 


contests. 


and losers, 


pected, is as important as the prize 
itself. The End 
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knows conventions from 
both sides of the desk 


AS SHERATON’S NATIONAL CONVENTION MANAGER, 


HE IS WORKING FOR YOU WHEN YOU HOLD 
YOUR CONVENTIONS AT SHERATON HOTELS. 


To many of you, Paul Mangan needs no introduction. President of the New York Chapter). He's a former mem 


He's been in the convention business for 25 years. Paul 
has had a hand in more conventions than anyone could 
possibly count, and as the National Convention Manager 
for Sheraton Hotels in the U. S. A. and Canada — he’s 
working for you now. 

Paul represents the kind of shirt-sleeves experience 


Sheraton brings to your convention problems. He was 


ber of A.S.A.E. He was the General Chairman of the 
Hotel Sales Management Association's 1955 convention, 
In the course of a career like that you're bound to know 
a lot about conventions. 

The Sheraton organization is filled with people of 
Paul Mangan’'s calibre. You can count on them to find 


the best ways to stage your particular meeting. 


convention manager for the National Association of And by nowit should go without saying that you can al- 


Electrical Distributors. He's a past International Director ways count on Sheraton to come up with the facilities and 


of the Hotel Greeters of America (served three terms as services that spell CONVENTION SUCCESS in capital letters 


SHERATON *nudetnnen HOTELS 


Atlantic Ave., Boston 10, Mass. 
Sheraton-Park Hotel, Washington, D.C. 


E-vrecutive and Sales Offices 
National Convention Office 


4 
470 


SHERATON HOTELS COAST TO COAST IN THE U.S.A. AND IN CANADA 


PITTSBURGH ALBANY MIDWESTERN DIV. 
Penn-Sheraton Sheraton-Ten Eyck CHICAGO 


(ormerly Wm. Pena) Sheraton-Blackstone 
set A 2 Sheraton Hotel 
Sheraton. Belvedere 
DETROIT 
PHILADELPHIA 
Sheraton Hotel Sheraton Cadillac 
CINCINNATI 


PROVIDENCE 
SYRACUSE Sheraton-Gibson 


Sheraton- Biltmore 
SPRINGFIELD, Mass. Sheraton-Syracuse Inn ST. LOUIS 
Sheraton-DeWitt Motel Sheraton-Jefferson 


EASTERN DIV. 
NEW YORK 

Park Sheraton 
Sheraton-Astor 
Sheraton-McAipin 
Sheraton- Russell 
BOSTON 
Sheraton-Plaza 


WASHINGTON 


Sheraton-Cariton 
Sheraton-Park 


OMAHA 

Sheraton. Fontenelle 
LOUISVILLE 
Sheraton Seelbach 
The Watterson 
DALLAS 

Sheraton Hotel 
Opens 1959 
AKRON 

Sheraton Hotel 
INDIANAPOLIS 
Sheraton-Lincoin 


FRENCH LICK, Ind 


CEDAR RAPIDS, lowa CANADIAN DIV 
French Lick-Sheraton 


Sheraton Montrose MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 
NIAGARA FALLS 
Sheraton Brock 


HAMILTON, Ont 
Royal Connaught 


ROCHESTER 
Sheraton Hotel 


RAPID CITY, S$. 0 
Sheraton Johnson PACIFIC DIV 

SAN FRANCISCO 
Sheraton-Palace 

LOS ANGELES 
Sheraton. Town House 
PASADENA 
Huntington: Sheraton 


SIOUX CITY, lowa 
Sheraton- Martin 
Sheraton Warrior 


SIOUX FALLS, $. 0 
Sheraton Carpenter 
Sheraton-Cataract 


BUFFALO 
Sheraton Hotel Ont 


Sheraton- Kimball 
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Losing too many Salesmen? 


Time for a Review of Your Hiring A-B-C’s! 


Many firms are not foresighted enough to estimate their 


sales manpower requirements in advance and to provide 


a pool from which trained men can be drawn when the 


need arises. Result: crash hiring. That's bad! Under such 


pressure, interviewing and appraisal tend to get sloppy. 


By ERIK E. ROOS AND CHARLES A. DAILEY, Ph.D.* 


George Fry & Associates 


ile opportunities mush 


kl ales 


cl iunbling tor 


managers find 
idditional 
men Ihe time ot the sales man 
o limited ind expansion ot 

le program often 0 rapid 
he may find himself closing one 
n appraising eat h sales applicant 
hope that non-evident favorable 
will somehow appear when 

is put into the field on his 
weeded in these “crash 

of expansion is a clear idea 
ent il im any sound pro 
y salesmen. No mat 
kly management must 
alesmen, certain basi 
pre election should be ob 
Although these principles are 
nly understood, it isnt un 
al to find a selection program in 
which they have been negated by pro 
edural shortcuts. The sales manager, 


the ore, should pause trom time to 


time to consider tundamentals and 
to apply them. 

Consider the turnover problem A 
large ofhce equipment manutacturer 
recently made a long overdue review 
or selection criteria An analysis of 
personne] records revealed a startling 
fact: Over 92% of its sales personnel 
left the company during the first year 
ot employment 

I his situation demanded exami 
nation and revision of hiring proce 
dure. Bringing the job description 
up to-date and pinpointing attributes 
of successful salesmen were necessary 
first steps to be taken. Next 


tests were selected, and new applica 


proper 


tion and background data sheets were 


developed to embody attributes of the 
company’s best salesmen on whi h 


selection criteria were to be based. 


*Mr. Roos’ function with the Fry organi 
zation is that of marketing consultant 
Dr. Dailey’s, psychological consultant. 


£ 
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[he important criteria were found to 
be age, educational achievements, pre- 
vious experience, progress in previous 
employment, type of extracurricular 
interests, and marital status. 

This more scientific approach to 


selection of salesmen reduced the 


turnover rate to below 47%, with 
53% staying 36 months or longer. 
‘There are two major principles in- 
volved in the process of finding the 
right man: |. thinking-through the 
calibre of salesman needed 


upon selection standards; 2. applying 


these standards to the ( andidates de- 


deciding 


ciding whether they measure up. 


Consider the type of individual 
needed. Bob W. was hired by a large 
national, consumer goods distributor 
because he had just been graduated 
from Princeton and was intelligent, 
personable and polished. However, 
he didn’t go over with the small town 


store managers. After a good try, he 
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WHATS 


lake tourism for example. Metropolitan Miami and Florida’s Gold Coast at 
the vacation mecca for millions now, much more than ever! Summer and 
winter 314 million tourists a year contribute to establishing this market as 
America’s 12th largest—with retail sales over $2-billion. And Greater Miami 


is now first in retail sales per family among all billion dollar markets 


What’s up in Miami? VERYTHING! 


TOP TEN BRAND 


opy wr The h ” ‘ 
1 pate any \( ( Creatas Miami 


or atk the man from 


NLEY 


and quit 
man no 

territory. He was 
an, perhaps—but right for 
Organizations appear to 
ame type of individual year 
eat even though their objec 
product and customers may 
idically changed. (sranted that 
types ol salesmen are able to 

product lines, it is 
easonable that 


hould 


the type 
hange a objective . 
to look 
a man 
in de veloping a new 


iting an established 


Erik E. Roos 


Erik E. Roos, George Fry & 
Associates, Inc., mar keting con 
sultant, received a B.S. in busi 
ness administration “with distinc 
Northwestern Uni 


versity in 1948 


tion” from 


Before joining the George Fry 
staff, he was district manager, 
issistant to division manager, 
and sales manager of the Oil 
Sales Division, A, E. Staley Mfg. 
Co. His earlier experience in 
cludes posts as assistant to the 
sales manager and president, 
Kelling Nut Co., and sales rep 
Mills, 


resentative for General 


Ine 


As a consultant, he covers 


sales policies, market evalua 
tion, sales organization and ad 
ministration, recruiting, select 


ing, and training of salesmen 


market; a man who is both a smooth 
team-man and a tough competitor 
setting a stiff pace for the other sales 
men; a man who will quickly become 
a contender for increased responsibili- 
ties and who will also be content to 
produce in a given territory for years 
to come, Assuming they exist at all, 
such men are few and far between. 
And when you get right down to it, 
some of these human qualities con- 
tradict one another. It is therefore 
essential for the sales manager to 
down the 


narrow specifications so 


that he doesn’t ask for the impossible. 


Hiring criteria should be flexible. 
\ list of 10 or 12 desirable qualities 
provides a useful guide to be followed 


Dr. Charles A. Dailey 


An industrial psychologist with 


George Fry & Associates, Inc., 
Charles A. Dailey, Ph.D., is cur 
rently visiting Brussels, Bel 
gium. There, he is reporting to 
the Fifteenth International Con 
ference of Psychology on a re 
search project dealing with the 
careers of top executives, of 


which he is director. 

Dr. Dailey coordinates a na 
tion-wide group of psychologists 
who evaluate salesmen and sales 
managers for George Fry cli- 
ents. He previously was Chief 
Clinical Psychologist at the Vet- 
erans Administration General 
Hospital in St. Louis. 

A graduate of Southern Meth 
odist University, Dr. Dailey re 
ceived his Ph.D. in psychology 
at the University of Michigan. 


in the selection process. However, the 
list should not be too confining. For 
example, if the hiring criteria set 
rigid, narrow age limits, the recruit 
ing and selection process is generally 
going to be lengthy and expensive. 


The sales manager should participate 
in the selection process. The sales 
manager should not completely dele 
gate the responsibility for hiring. ‘This 
does not imply that he cannot receive 
valuable help from personnel assist 
ants and consultants. But at some 
perhaps at the point of final 

he should make his own ap 


point 

decision 
praisal of each candidate who is a 
likely prospect. If the sales manager 
does not conduct the selection inter 
view himself, he should assure him 
self that interviewing tech 
niques are used by his staff. ‘he abil 


sound 


ity to appraise men is one of the 
prime managerial skills. It is par 
ticularly important in filling those 
sales positions in which investment 
will be heavy. (Some companies have 
estimated that dismissal of a sales 
man only a few months after he was 
hired costs at least $6,000. ) 


Psychological tests are valuable aids. 
If tests are used, it is necessary to 
understand their strengths and limita 
tions. The growing 
psychological testing has led 
sales managers to expect 
results from tests. But tests cannot 
substitute for 
nor can they absorb managerial risks! 


acceptance of 
some 
dramati 
managerial decisions 
Further, tests are only as good as the 
psve hologis al helps 
interpret them. The sales manage! 


should 


qualified specialists who are firml 


consultant who 


review test findings with 
grounded in technical psychology and 
who understand his company’s obje 
tives, personnel situation, product and 
market position, as well as the nature 
of the position to be filled. 
Selection standards should be based 
on evidence obtained from a company 
analysis of the types of salesmen who 
achieve its objectives. 

\ list of hiring criteria may make 
the selection process appear impet 
sonal. ‘This is a danger which can be 
minimized. Information on age, back 
ground, experience, etc., should not 
be used by busy executives as a sub 
stitute for getting to know a candi 
date and making decisions about him 
on the basis of personal acquaintan ¢ 
and observation. 

A second danger to be kept in mind 
is the undue restrictiveness of many 
Absolute limitations with 
respect to age, education, or experi 


standards. 


ence may appear to be a helpful weed 
ing-out device for the busy sales man 
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WHAT THEY RE | 
SAYING ABOUT ms 
UNITED'S RADAR 


CAPTAIN KARL RUNKLE CAPTAIN H. F. DE JONGHE 
“One of the really great *...of inestimable help in 
advances in commercial aviation,” giving passengers a smooth, on-time ride,” 


CAPTAIN J. E. HALE CAPTAIN DONALD SMITH FIRST OFFICER ROBERT VAN HOUSEN 
“Radar sees into and through clouds, “Tt enables us to fly the calm corridors “Now we avoid turbulence with 
‘X-rays’ weather ahead.” between storm centers.” minimum delay instead of detouring.” 


United’s 2067 flight officers share great enthusiasm for 
airborne radar. Developed by United Air Lines in co-operation 
with Radio Corporation of America, weather-mapping radar for 
airliners has brought about a significant advance in air travel 
comfort and dependability. And by virtue of pioneering, United 
now has more radar in use than any other airline in the world. It’s 


another good reason to choose United Air Lines when you travel! 


WORLD'S LARGEST RADAR FLEET... ! UNITED 
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Science has hope — 


but hope needs help to find 
CAUSE and CURE of MIS* 


HELP FILL 


MS HOPE CHEST 


RESEARCH 
CLINICS 
PATIENT AID 


"MULTIPLE SCLEROSIS — 
crippling disease of young adults 
National Multiple Sclerosis Society 
National Headquarters 
257 Fourth Avenue, New York 10,N_Y, 
Accred:ied by National Information Bureau 
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such 
limitations as “hire only high school 
graduates’ can reduce a company’s 
prospects of obtaining the best men 
available. QOvccasionally, one should 
be willing to step over the line and 
accept a grade school graduate with 


ager. But rigid adherence to 


exceptional qualifications. 


Are his health and physical condition 
adequate? ‘Ihree factors should be 
considered in appraising his condition. 
First, results of a physical examina 
tion: ‘They will not only 
presence ofr 


indicate 
disease and 
provide 
clues to stamina under stress, energy 


absence of 
special handicaps, but also 
level, and restlessness. Second, infor 


mation gathered during the inter 
should go far 
beyond the “How's your 
health?” It include: “Have 
been turned down for life 
insurance?’ “How many days’ work 


did you lose last year be ause ot sick 


view: (Questioning 

simple 
! 

should 


you ever 


, 


ness?’ “Have you been hospitalized 
during the last ten years?” 

One firm with which we are ac 
quainted hired a man who was regu 
larly indisposed from the effects of 
diabetes for a requiring a 
While the 
man was above average in ability he 
might have been more effectively util 
ized in a position with more flexible 
attendance requirements. In this in 
stance, selection criteria did not pro 


position 
minimum of absenteeism. 


vide adequate screening at the de 
partmental level. 

‘Third, the man’s job and personal 
history: Ihe amount of outside activ- 
ity he has carried on, his reaction to 
pressure while he was in service 
these reveal his physical make-up and 


energy level. 


Does his work history indicate good 
judgment? Frequent job changes may 
stem from poor 


planning and judg 


ment. However, the reasons tor such 
changes are more important than the 
fact that they have taken place. ‘The 
appli ant should be given the oppo! 
tunity to explain his decisions. By 
the same token longevity in, previous 
imply 


In every Case the 


positions does not ne’ essarily 
personal stability ! 
sales manager should find out what is 
behind the work history and should 
not base a decision on “surface facts”’ 
alone 

Henry C. had sold for company A 
for 21 years. He was suggested as a 


prospective sales manager for com- 
pany B. One of his most 
recommendations cited his “‘outstand 
ing devotion to the interests of com 
pany A.” What this meant was that 
he had never asked for a raise and 
had never looked around for another 


position, even when company \ at one 


favorable 


time was practically on the rocks. 
Conversation with him confirmed the 
point that his job history reflected 
not stability, but complacency and 
lack of initiative! 

A credit check and reference check 
will provide essential information 
about the candidate's reliability and 
business judgment. The most effec- 
tive and reliable way to check refer- 
ences is ky telephone. Considering 
the cost of a selection error, a few 
long distance calls are relatively in- 
expensive. Remember —a_hesistant 
endorsement of a candidate is often 
not detected in correspondence. 


Is he enthusiastic? What impact does 
an applicant make during the inter 
view? What impact will he make 
on the trade? It is necessary to recog 
nize the salesman whose enthusiasm 
is only skin-deep and disappears at 
the first challenge. Perhaps it is based 
only on inflated self-regard. If this 
balloon can be readily punctured, his 
enthusiasm may not really last ‘on 
the road.” When he is being con 
sidered for employment, his enthu 
siasm is centered on himself. When 
he sells, that enthusiasm must be 
transferred outside himself. If a man 
demonstrates that he can show enthu 
siasm, the important question — is 
whether he can focus it on his prod 
uct. How does he feel about things 
outside himself? Studies, school ath 
letics, organizations to which he has 
belonged, products he has previously 
sold—does he give a glowing account 


of them? 


Does he have courage? In the sele 
tion interview, does he speak to you 
man-to-man and have the strength of 
his convictions? Will he be able to 
face each day with the proper vigor? 
Will he be 

company and its policies or practices ? 
Will he 
they are unpleasant facts, in his deal 
No one wants to fill 
yes-men 


willing to defend the 


report facts, even though 
ings with you? 
his sales organization with 
who can’t hold up their end with 
tough or discouraging customers. 
Paul B. stated that one of his quali 
fications for a sales management posi 
tion was his “ability to carry out 
When asked whether his 
past superiors had always been right 
he became embarrassed and admitted 
he had never given the matter much 


thought. 


orders.” 


Inspection of his sales rec 
ord revealed he had been anything 
but a “go-getter’’ in dealing with the 
customers. 

Does he like work? The interview 
should explore carefully the candi 
date’s reactions to previous positions. 


One way to appraise this factor is to 
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“What 
that 
answer will often re 
likes to help carry 
his organiz: ition 1 whether he is just 


ask him to review his last job: 
did you like (and dislike) about 
position?” His 
veal whether he 
rider.’ 

A man with lengthy 


a tree 
and responsi 
statistical 
felt 
vuld improve its opera 


ble experience in_ sales 
told Us the 


his company 


analysis main way he 


tions would be to liberalize the VeCa 


tion policy. Since this was the only 
correction he could suggest, we could 
only conclude his thinking was lin 
ited to the fringe benefits of his job. 


Will he be accepted by the trade? 


Will his work habits, appearance 
mannerisms, and speech win over 
buyers — or drive them away? Does 


he make people like him? 


What are his strong points and short- 
comings? ‘Ihe majority of candidates 
frank 


weaknesses. 


are willing to 
of their 
Obviously, 


give a review 
and 
will do this only if 
gained their 
to think 
over and organize their answers. 


strengths 
they 
the interviewer 


has con 


fidence and gives them time 
admitted, 
his shortcomings, 
very short temper and 
thought 
believed he 


An insurance manager 
when asked about 
that he had a 
that, the 
the more he 


more he about it, 


was not 


suited for greater responsibility. It 


was an actual relief to him to be able 
to say this frankly and drop out of 
the running for a job which he con 


sidered over his head. 
salesman with a 
stated that he 
thoroughly 


Midwest terri 
understood the 
and had high 
average sales when driving the truck, 
but had talking to some 
customers his grammar. 
us for an oppor 
with our client, with the 
viso that he take some evening courses 


This 


tory 
line very 
trouble in 
because of 
He was referred by 
tunity pro 
to “polish up” his 
worked wonders. 


grammar. 


sales 


Finally, can he sell? What is his 
record? Given adequate training and 
how favorably 


most effective 


orientation will he 


compare with the man 


2 


in a company \ sound goal would 
be to hire only men who compare 
favorably with the top 10% of a 


firm's sales force. 


‘These are tou gh standards. ‘lo ip 
ply them profitably requires adhe 
ence to the basi working principles 
outlined here. Whenever a funda 


violated, the opportunity 
a weak link to be added 

When all the 
observed, the result 
which can 


mental is 
arises for 
the sales organization. 
principles are 
should be a 
meet the 


business obie tives, 


sales force 
tomorrow § 


The End 


challenges of 
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The Citizens & Southern National Bank 


Why 
sales 
are 


in 
Georgia 


One good reason: your dollars 
at The C&S work hard, as 
constructive loans, to build 


buying 
Example 
financed 7 


home 


Broad & Marietta 
Atlanta 2, Georgia 
Capital Funds over 
Member FDIC 

NEW YORK 
500 Fifth Ave 


SERVIC 
New 


last year 


s and other pre 


jumping 


SI 


Georgia's Largest Bank 
$431 


power and sales 
C&S Banks 


/,268 improvements « 


perty 


E OFFICE 


York 


36, N 


Y 


HERE IS on CHOICE MARKET 


{fs 


( 
Pps 


in) a 
v7 


con 


“nak: 


SiouxtAND| 


inatir rage 
City thee spe 
daily readers 


of the 
MID-WEST 


| these eh with 
these choice 
Market features: 


A ieee aad 
GB Js AvoReo with the 


dom 


400 000 


Che Sioux City Journal . JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC 


COMING NOV. 10: 


An entire issue of Sales Management devoted to 


"Sales Planning for the Future" 
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THERE’S A SOUND DIFFERENCE 


WN 1a 


Over WBC, music is programmed with care, with 
skill . . . yes, with real art. Because it is a fresh, 
new art—the way WBC deejays serve up the 
records that keep listeners listening. 


No run-of-the-mill record spinners. They’re all WESTINGHOUSE 
distinct personalities, each one with a distinctive BROADCASTING 


popular appeal. And, what’s all-important — with a 


following! A big, tune-happy following! COMPANY, INC. 


To get their ear, to prove that No Selling Cam 


paign is Complete Without the WBC Stations, start mia 
calling A. W. “Bink” Dannenbaum, WBC VP-Sales, 6 WAAM 1 


at MUrray Hill 7-0808 in New York. 


products, 


and /or housing. 


If your town is ready for industry... 


You must have all these facts to prove it! 


. All the facts about the form of government and size of your town. 
. All the facts about the availability and cost of fuels and power. 

. All the facts about your labor supply. 
. All the facts about available transportation, including air, rail, motor and water. 

. All the facts about available industrial buildings and plant sites. 

. All the facts about available raw materials, including mineral, timber and agricultural 


. All the facts about your local tax structure and your past and present financial picture. 
. All the facts about housing, schools, churches and recreational and cultural facilities. 
. All the facts about the extent of local financial assistance in the erection of plants 


Tennessee Designs a Plan: How to Attract 


More Industry To Your Town 


It has all the features of a professional product sales pres- 


entation: careful research pre-preparation, organization 


of the story, promotion to develop leads, and a program 


for the systematic handling of inquiries and follow-through. 


\ t or town that wants more 
elling job 

Industrial & \gricul 

il Devel pment Commission spell 


ils ha l 


l ena ct 


campaign plan na 
) ional book let illed 
( ;et \lore 


l ennessee "? oi oht 


on ple tc 
Industry in 


> as a model for other con 
to adopt 
nbodies a protes ional ili ip) 
ind calls for three main stey 
und detailed preliminary r 


rising ind 


promotion 


later follow-through with prospects 
lhe box at the top of this page 


ndicates the scope of the 


recom 
nended research job. “This informa 
tion must be specific, accurate, and 
ip to-date. It must also be in usable 
form.” After the research data have 
been gathered, the plan calls for con 
solidation of the facts into a “Com 
munity Inventory.” 

Ihe form reproduced on the facing 
page sugyests the detail required about 


buildings. ‘The 


editorial comment: 


available industrial 


Commission’s 


“Your town may have a number of 
buildings which can house a new in 
Make a 


out... It is extremely important that 


dustry. survey and find 


your data be accurate and com 
plete ... If any building looks bette: 
to a prospect on paper than it does on 
inspection, you will make a bad im 
pression and destroy the prospect's 
faith in the accuracy of your other 
data. Instruct the person responsible 
for this 
factual,” 


‘These are the suggested Steps to be 


survey to be completely 
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followed when the inventory is com 
plete: 


1. Get your town behind your drive 


for industry. (Organize a team of 
speakers . . . have a town rally 
obtain newspaper cooperation , 
start a clean-up and paint-up cam 
paign .. .) 

2. Prepare a booklet about your 
town. 


3. Make salesmen out of specific 
plant sites and buildings. (Get good 
photos prepare descriptions 


add resume of town’s advantages... 
4. Start a direct mail campaign. 


5. Start your own advertising cam 
paign to attract industry. 


6. Suggest ways your 
can help. 


newspaper 


7. Enlist the aid of your local busi 


nessmen., 


8. Start an 
campaign. 


outdoor advertising 


9, Get everybody working on your 
drive. (Start an annual festival to 
draw attention to your town 
keep supplies of booklets in restau- 
rants, hotels, motels, service stations 

keep railroads and airlines in- 
formed ... be sure that public utility 
officials in your area are kept abreast 
preserve and pub- 
licize scenic and historic places in or 
near your town 
up drive alive.) 


of your plans 


. . keep your clean- 


followup with 
prospects calls for a first and second 


The program for 


letter. Five specific suggestions are 
made about the contents of each let- 
ter. Then there’s some good advice 
on personal calls. 

It points out the necessity for call- 
ing by appointment. It warns against 
the “delegation” call. It recommends 
enough pre-call exploration of pros 
pect needs so information matching 
those needs can be offered. 

And these are three “have-a-care” 
items: 


1. Don’t promise more than you 
can deliver. 


Investigate your prospect 
thoroughly before you call. 


3. Don’t let your prospect sell you 
unwise concessions. 
‘Remember, only sound, desirable in- 


on excessive or 
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dustries will help build your town’s 
future.”’ 

Final sections of the ‘Tennessee 
manual deal with the treatment of 
prospects when they visit the town, 
and how to follow through after a 
prospect decides on the town. 

On prospect visits: Visits should be 
kept confidential, and meetings busi 
nesslike ; prospects should be neither 
over-fed nor over-entertained. On ne 
gotiation: “Be prepared to negotiate 
with your prospect, but know how fat 
you can go on financing, providing 
utility services, and related matters 
Don’t expect to close your negotia 
tions on your prospect’s first visit.” 

lf a “sale” is made: “Make good 


on everything you have promised your 
new industry 
knows the facts. Don’t let exaggerated 


see that your town 


rumors start about size of payrolls, 
number of employes, and future ex 
pansions, Don’t let rents and prop 
erty values take a sudden rise. Wel 
ofhc ials and 


visors to vour soc ial, CiViK and com 


come company super 
munity life. Help newcomers enjoy 
living and working in your town 
“In short: you have not only ob 
tained an industry for your town; 
you have enriched it with new people 
who are prepared to be as proud of it 
as you are, and who can help make 
your town a better place in which to 
live. Above all, give them that oppor 
tunity.” The End 


Name of building or company 


INDUSTRIAL PLANT DATA 


(Floor plans and photos should be filed on all buildings) 


Street address 


Owner 


Agent Address 


Address 


Phone no 


Area of site sq 
Dimensions of building 


Type of construction 


Width 


(brick, concrete block, brick& steel, wood, etc.) 


Ist Floor 2d Floor 


acres 


Number of floors 


jrd Floor Basement 


Length 


Ceiling height 


Floor type 


(wood, concrete, etc.) 


Interior supports 


(number of rows) 


Elevators Number 


yes 


Boiler equipment Type 
yes 


Heating equipment (kind) 


Water connections 


(size ol Tine) 


Power connections 
yes 
Lighting system installed 
yes no 


RR serve building 
yes 


Approx, age of building 
Insurance rate 


For sale Price 


heating 


Sewage disposal: private 


type 


length of spur track 


Former use of building 
Is building now occupied 
For rent 
Information supplied by 


Date 


Capacities tons 


power HP rating 


Sprinkler protected 


yes no 


city none 


volts phase 


Date of availability 


Monthly rental 


(>This Mystery Shopper 


Spurs Dealer Self-Training 


Lawrence Palmer ells building 
upplie n Lenoir, N.C And these 
la he Waltham 

iward tor being an e» 
t the Weldwood 
paneling line If 


porting i new 


nerel good, and not ex 
id have at le ist an extra five 
how ror it 
behind Palme 


ywood 
We dis 
problen in connection 
important factory-finished 
paneling line. One of the 
reported by our Market 
1) | irtment 
ge of lumber dealer salesmen 
nm effective 
prod f to thre tblic 


was that a low 
job of selling these 


he finish on our product had 


Building supply salesmen knew they could win a valuable 
watch, or at least a brand new five dollar bill, if they gave 
a real presentation of U.S. Plywood's product to the 
Mystery Shopper. So salesmen ‘talked up'’ Weldwood. 


By RICHARD J. BROWN 


Sales Promotion Manager 
United States Plywood Corp. 


been greatly improved, it now was 
comparable to the finish on fine furni 
ture. Cur modern manufacturing 
methods made increased production 
possible, 7 he job assigned uS Was put 
simply: “Increase sales.” 

\dvertising was given the task of 
creating consumer awareness of and 
interest in fine “furniture-finished”’ 
Weldwood hardwood paneled walls. 
Full page, full-color 
(an illustration of an attractive room 


covered two-thirds of the page) were 


advertisements 


designed to get the people to go to 
their lumber dealers and ask for 
“paneling like this... .” 

Sales Promotion was assigned the 
job of bringing this advertising to life 
. to make 
certain that when people asked for 
“paneling like this” they were shown 


and sold W eldu ood. 


The biggest obstacle to overcome 


in the dealer’s showroom. . 


was the approach of the “average” 
retail dealet 
sold lumber and building materials as 
‘‘yrice-per-square-foot’” items. He 


knew little of creative selling and did 


lumber salesman who 


not appreciate the significance of 
wood paneling with a true furniture 
finish, 

Our problem was not only to tell 
our story to lumber dealer salespeople 
across the country, but to get them 
to use it in selling to the ultimate 
consumer, Our answer was the Weld 


wood Mystery Customer Program. 
Here’s how it worked: 

First we developed a 45-minute 
training session our own U.S. Ply- 
wood salesmen could be quickly 
trained to lead. It.was broken down 
into six basic steps and was enlivened 
by a recording of the right and wrong 
ways to sell. Our men. were equiped 
with the visual and audio material 
necessary to direct suc h a meeting: 
six large display cards corresponding 
to the six phases of the meeting; a 
folding display of samples to illustrate 
our various pre-finished woods; a 
record explaining the right and wrong 
way to sell, and a portable record 
player. We produced a 
conducting the pre-finished sales train 


‘eé 4 
guide to 


session,’ which gave salesmen a 


ing 
suggested script and discussed how 
to plan the meeting, where to hold it, 
under what conditions, how to ap 
proach the dealer management, etc. 

The problem of making dealer 
salesmen receptive was licked by what 
we called the “Mystery Customer” 
contest. We announced that a Mys 
tery Customer would call on each 
dealer establishment after such a 
meeting was held. The dealer sales 
men would have no idea Ww ho the 
Mystery when he 
would call, or even whether it would 
be a man or a woman. 

A dealer salesman who did .a good 


Customer was, 
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job of selling Weldwood pre-finished 
paneling to the Mystery Customer 
was awarded a $5 bill. If he did the 
best job of any dealer in his branch 
area, he received a $75 Waltham 
watch. 

To encourage our own salesmen to 
do an effective training job, we gave 
them awards. For every dealer who 
won a $5 award, the U.S. Plywood 
salesman who had trained him re 
ceived a block of incentive points 
toward merchandise prizes. If one of 
his dealer salesmen won the watch, 
he received, as a bonus, a large block 
of points. In developing this program 
with our sales force, our U.S. Ply 
wood Division sales promotion men 
played an important part. They were 
active in testing the program. They 
conducted test training sessions, then 
arranged to have a “‘Mystery Cus 
tomer” call. This enabled us to pet 
fect our format for the program. 
These Division men held sales meet 
ings at each of our branches and led 
training sessions themselves so that 
our salesmen could sce how if was 
done. They explained each phase of 
the program and gave full instruc 
tions on what would be required to 
arrange the meeting. 

Not long ago I was talking with 
one of our salesmen after he had 
conducted a number of meetings in 
his branch area. He told me of the 
experience of one of his dealers: 

“A woman walked into the lumber 
establishment and said that she was 
interested in paneling a: room in her 
house. The lumber dealer salesman 
started to tell her about some of the 
cheaper products, in the usual unin 
formative way that many lumber 
dealer salesmen talk to customers. 

“One of the other salesmen in the 
vard motioned to him and whispered 
‘Tl think that’s the Weldwoad Mys 
tery Customer.’ 

“The first salesman was galvinized 
into action. He led the woman over 
to our Weldwood display and 
launched into a sales talk on Weld 
wood factory-finished paneling, using 
as many of our sales ideas as he could 
call to mind. 

“At the end of about 15 minutes 
of this, the woman ordered a large 
amount of our Nakora pre-finished 
paneling. He looked at her with his 
mouth open and said, ‘You mean 
you're going to buy it?’ His commis 
sion on that sale put more in his 
pocket than the $5 he would have 
won if the woman had been the Mys 
tery Customer.” 

We believe our program has helped 
complete the sales ycle, closed the 
gap in that last three feet of the sale: 
People who read about a beautiful 
pre-finished wall paneling in our na 
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My HUSBAND 


SHOT A MOOSE... 


Part of the fun of publishing is reading your mail. 


Alas, some of it contains the usual threats to horse 
whip the Editor because he spelled dear old Siwash 


with only one 1. 


But most of our mail comes from women who want 
to know—and they turn to us as to an old and trusted 
friend. 


CA parson’s wife wrote recently that for the first 
time in her married life she was going to buy new 
carpet .. . and wanted to know which brands we 
guaranteed, for on her modest income she could not 


afford a mistake. 


@ A California department store buyer wanted to 
know if we approved of a certain furnishings line, 


bec ause he wanted to sto¢ k it. 


@ Aworried wife in Minnesota wrote “My husband 


just shot a moose; how shall | cook it?’ 
We told her. 


Every day hundreds of inquiries tumble out of out 
mail bags. They come from women who want to know 
and they turn to (good Housekeeping because they 
know they can depend on us. They know we investi 


gate to make sure, so /Aey can be sure. 


And every month 11,250,000 readers turn to our 
pages with the same confidence, knowing they can 
depend on the products and services we recommend. 
If you would like us to recommend your product 
to these pre sold millions call us today. Good 
Hous kee ping, th Street & Ath Ave nue, New Y ork 
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Showers Down 
HUNDREDS OF MILLIONS 
OF EXTRA INCOME FOR 
THE KANSAS CITY TRADE 


TERRITORY! 


Government meteorologists say the drought is 


broken. 

If you sell—or plan to sell—the urban and rural 
Mid-West and Southwest, your advertising pro- 
gram needs revision upward now. 


Take advantage of agriculture’s new look and 
reflection in vastly brighter sales prospects with an 
adequate advertising schedule in The Star— 


The most powerful 
in Wussourn and Kansar 


THE KANSAS CITY STAR 


MORNING ° EVENING ° SUNBAY 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 


1729 Grand Ave 202 5S. Stote St 21 €. 40th St 625 Market St 
HArrison 1.1200 WEbster 9-0532 Murray Hill 3-616) GArfield 1-2003 


tional advertising program were told 
to go to their nearby lumber dealer’s 
store. When they did, they were met 
by a salesman who had been trained 
in selling the pre-finished paneling, 
and was eager to talk about it be- 
cause he might be talking to the 
Mystery Customer. 

Sales of the Weldwood factory- 
finished furniture line are now far 
above quota. And the thousands of 
lumber dealer salesmen we trained 
have learned that the sales approach 
they used for the Weldwood Mystery 
Customer produces sales again and 
again. The End 


DUDUOUUAERGGSESOGOUREROOUDDOOUREEEEOSEEEEEONOOOEE 
Be Safe and Be Sorry 


“Advertising may be stronger 
than it has ever been, but at the 
same time, it is becoming in- 
fected by an unhealthy assort- 
ment of nervous symtoms, and 
lazy habits.... 


“This is the age of look alikes 
and sound alikes. Take this 
signature off this handsome ad 
and put it on that handsome ad 
and who's to know the differ. 
ence.... 


“Today, every agency has to 
offer the client more of every- 
thing than every other agency. 
More psychiatrists’ couches, and 
marketing memos and super 
surveys. It’s a great big snow 
job, and what | want to know 
is, who's being snowed: the 
client or the agency? It seems 
to me that what the client needs 
more and more these days— 
IDEAS—are what the agency is 
emphasizing less and less... . 


“The volume of advertising 
today is staggering. We're over- 
communicating and if an ad- 
vertiser isn’t imaginative, in- 
ventive, interesting, original— 
if his advertising hasn’t a strong 
personality of its own—if the 
image isn’t in sharp focus—how 
can he hope to stand out 
from the confusion and the 
crowd?... 


“Today's reader likes adver- 
tising. But he’s harder to please 
than he used to be. More s&o0- 
phisticated, better educated, 
wiser in the ways of advertis- 
ing. And because he is watching 
more, listening more, reading 
more, he will tire of us faster.... 

—From address by Whitman 

Hobbs, Associate Copy Di- 
rector, BBDO, at White 
Sulphur Springs, W. Va. 
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“Thisis the size we use for the Growing Greensboro Market” 


As good for consumers as a daily glass of vitamin 
filled tomato juice, the News and Record is a healthy 
medium for advertisers too! Put pep and energy in 
your sales program with a schedule in the newspaper 
that reaches over 400,000 readers daily (over 100,000 
circulation) in this rich, diversified market. Our 12- 
county ABC Retail Trading Area has 1/6 of North 
Carolina’s 4.3 million population, with 1/5 of the $3 
billion annual retail sales. 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolinal 


Greensboro 
News and Kecord 


Sales Management Figures GREENSBORO, NORTH CAROLINA 
Represented by Jann & Keliey, Inc. 
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YOUR ADVERTISING BELONGS IN 


The Farm Publication YOU'D \Read— | 
IF YOU LIVED IN TEXAS OR OKLAHOMA! / 


Texans and Oklahomans appreciate the localized treatment 
of ranch and farm news in The Farmer-Stockman the 
ONLY farm publication 

Edited Separately for Texas . 

Edited Separately for Oklahoma! 
This separate editing explains why ranchers and farmers 
of Texas and Oklahoma find The Farmer-Stockman so 
intensely interesting ... so helpful. It gets closer-to-home 
talks about specific needs. In fact, The Farmer-Stockman 
is voted the most helpful of any magazine reaching the 
rural Southwest! 
Yes—your advertising belongs in the farm publication 
you'd read if you lived in the Rural Southwest. It belongs 
in The Farmer-Stockman for maximum sales results! 


434, 8 13 Subscribers Lag 


The Farmer-Stockman 


OKLAHOMA CITY + DALLAS 


J. H. Hunter, Advertising Director 
400 WN Michigen Avenve 500 N. Broodwoy 
Chicege 11, SUperion 7-6145 Okichome City |, Clntrat 2-39 
420 Leszington Avenve 4321 . Central Exprewwoy 
New York 17, MUrray Hill 4.3340 Deitos 5, LAbkeside 1.3171 
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WIDE AWAKE AND ATTENTIVE dealers find 


ideas and techniques which bring 
creased profits 


them in- 
Brush.up on installation “how- 


to” leads to less time investment in installation 


per job, fewer costly call-backs 


Grading up the Dealer: 
Honeywell's Practical Training Plan 


The beauty of this program lies in the fact that any indi- 


vidual heating dealer can attend an M-H school session 


and obtain the answers to his sales and service problems. 


VLinneapolis-Honeywell Regulator 
o. calls it ‘neighborhood sales train 
year 75,000 heating dealers 


ittended 600 schoolroom sessions 
onducted by the company in 35 
trategically located training centers 

and the program is even more 
pop ilar this year. 

The need out of which the plan 
irose is that of keeping the men at 
the customer level abreast of the 
technological developments in heating 
nd air conditioning. ‘hese particu 
lar bon nyg-up workouts are devoted to 
iction and practice in selling 
automat 


nstalling and servicing 


temperature controls made for the 
home 
Willian serg, manager oft held 
education for M-H, stresses the fact 
that these courses are in no sense 
inned ch is specifically tailored 
Oo the spe needs of the group 
pating 
is Berg: “Another aspect we 
onsider important: The program is 
conducted by the M-H field salesmen 
themselves, not by 1 ported instruc 
from the home ofhce. We feel 


i¢ salesmen have a better rasp 


of their customers’ needs and require 
ments. ‘he program is profitable to 
them as well as to the dealers.” 
One happy result: M-H salesmen 
teachers have found that the training 
program has stimulated many dealers 
prev iously reluctant to use certain con 
trols because of tricky installations 
into using them. 
In addition the 
keep the salesmen informed on speci 


classes serve to 


fic dealer problems. Cuestion-and 


answer sessions, a part of every meet 
ing reveal sources of difheculty and 
provide opportunity to suggest solu 
tions, 

‘To many a dealer the classes lead 
directly to increased profits. By learn 
ing proper methods of installation 
they have been able to cut down on 
installation time and _ call-backs. 
What they learn about new control 
ipplications broadens their perspective 
on their markets. 

\ll forms of 


available in the 


teaching aids are 
training centers. 
hey include colo: slides ( approx! 
mately 1,500 of them covering all 
phases of the company’s residential 
control business), films, operating’ dis 


play boards work books. 


Classes are kept small to allow 
maximum participation by those at 
tending; last year the average num 
ber per class was 28. 

Here's how a typical training class 
A salesman opens the pro- 
gram by outlining a particular install- 
ation problem. ‘Then slides are shown 


operates: 


proc edure to 
Later the 
draws diagrams on a blackboard, in- 


indicating the proper 
be followed. salesman 
viting the students to help him com 
plete the sketch. Whenever a dealer 
asks a question on a particular point, 
the salesman goes into enough detail 
to make sure he clears up the prob- 
lem. 

I'he class is then broken up into 
several groups and the students get 
a chance to learn by doing. They are 
provided with a display board con- 
taining the control under discussion, 
and are given the necessary tools for 
installation or: trouble-shooting. Sev- 
circulate 


eral Honeywell salesmen 


he students and offer: sug- 


among t 
gestions. 

Both the company and the dealers 
are happy with the training program. 
M-H estimates that this year’s total 


enrollment will exceed 100,000. 
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SHIRTSLEEVE INFORMALITY is the rule for the Honey- EYES HELP EARS understand, absorb, remember, when 
well dealer training sessions. Lively audience participation the trainers employ the old 
in questions, answers, discussion, helps students gain maxi. 
mum benefits, keep up with latest product developments. is sketching an answer to a dealer-student’s wiring problem 


reliable chalk-talk as an in 


struction device, Here, Honeywell Salesman Porter Higby 


LISTEN, SEE AND DO: a S&ure-fire formula for effective IF THE STUDENTS GET STUCK, any one of several 


training. Here are two dealer-students working together Honeywell salesmen 
of advice, At this moment it’s Salesman Hilistrom getting 
4 f) 


present can lend a hand, offer 


to figure out the correct installation for an automatic 


control system for a Honeywell home air conditioning unit into shape a hook-up for gas-fired hot water control syster 
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ALL GOOD SELLING IS SPECIALIZED...AND NOTHING SPECIALIZES LIKE 


Wet ineviation ie no insulation... 


Prove to yourself that FOAMGLAS stays dry! 
Send tor a sample and teet it! 


wh FOAMOLAS Vow ¢ eemmed 
Cotten! hong basting inputeting of 

| 
epee of vemudatenn rophaernmnt 


Pitteburgh Corning Corporation 


Oem 1 116 One Gateway Canter, Piteburgn 27 Fe 
ing Performance phaye cme 


peters 
‘ semtaren Seperdobhe \ernpm raters ow 
La ee menwtecterere af FL Clase Booee 


Petes gh arrears mandensres PC Giese Bache 


How“PC” uses businesspapers 


OBJECTIVES: By late 1954, an aggressive advertising 
and selling program had boosted FOAMGLAS sales to 
a point where it was necessary to step up productive 
capacity 25% —to keep up with the demand. Al- 
though sales continued to rise during 1955, greatly 
increased competition was becoming a threat to 
continued sales expansion. 


To maintain the previously high rate of growth, 
called for an intensification of sales effort—without 
increasing selling costs. 


Plans were made to strengthen Foamglas advertis- 
ing. A double-barreled program was designed: 1) 
to use FOAMGLAS customers as FOAMGLAS salesmen 
—in strong, user-benefit case history advertisements; 
2) to use FOAMGLAS as its own best salesman, by in- 
cluding a sample offer in advertising—to get pros- 
pects to prove for themselves (with a series of ‘‘desk- 
top tests’) the unique properties of the product. 


SCHEDULE: Black and white bleed pages and spreads 


WILLIAM H. POLK 

Director of Advertising 

and Sales Promotion 
Pittsburgh Corning Corporation 


THE BUSINESS PRESS 


Send for a sample and make these simple tests! 


Prove to yourself 
that FOAMGLAS is 
your ideal insuiation! 


Let os send you « free mumple of FOAMOLAS. Use day are picking POAMGLAS © inaulew the roots, 
corings. walle cad flowes of ol! types of buakdangs. 
low manperecice ypaes japeng anal equiprem Send 
for « mmple wodey and make your owe wan Use 
the hardy compun on wre 


Pitteburgh Corning 
Corporation 


Depertrent ) 6 One thatewey (enter 
a* 
Canada 0! Boor Greet West lorem: Geren 


to keep sales moving up 


in 14 business and industrial publications. BRAND NEW: ‘‘Businesspapers ... The Working 

Press."’ Spells out the function of the business 
RESULTS: 1. “During 1956, over 4,000 FOAMGLAS press in today’s fast-moving economy. Shows 
prospects accepted the challenge to prove FOAMGLAS intensified use of the medium by American busi 
benefits for themselves. Think of the time and cost awe COUNT « « a eg: cog 12 x — 
he A if ages” th i 1" “aera? : nesspaper advertising pages. Sequel to such 
involved if the sales force nad tried to distribute femeus AGP “postacter” os “Tel Me” and 
that many samples personally! “Copy That Clicks."” Ask ABP—or an ABP mem.- 


“pn ‘ . ber—for your co 
2. “PC salesmen adopted the ‘desk test m ” 


advertising idea as a new sales tect », This is ¢ 
aaa ee page prey thers ce Seam ad THE ASSOCIATED 
OAMGLAS sé les with reprints of the desk test ads 
in xa ve calls. It’s ; highly ‘effect de oa Dene trcre BUSINESS 
pitch with new prospects.’ = 
PUBLICATIONS . 
® . 


s 
Sen® 


3. ‘‘PC’s Industrial Insulation Sales Man- 
ager reports: ‘In 1956, FOAMGLAS industrial sales 
rose 26% while the percent of sales for selling ex- LOOK FOR THESE SYMBOLS: You will 


. . Founded 1906 
pense dropped substantially. We've just completed prety hth eee ee ace 
another 25% increase in plant capacity. ing businesspapers, working together 

_ ere to give their readers—and their adver- 
AGENCY: Ketchum, MacLeod & Grove, Inc. tisers—more for their money! 


205 East 42nd St., New York 17, N. Y. « 201 North Wells St., Chicago 6, Ill. ¢ 925 15th St., N. W., Washington 5, D. C. 


Can All of American Motors 
Ride to Profit on Rambler's Rise? 


(continued from page 31) 
in advertising as in other functions. 
Instead of separate agencies for Hud 
son and Nash-Kelvinator, for exam 
ple, AMC’: 
handled by 

\ three-year CO sponsorship of 
Disneyland” on ABC-TV 
September. In the last year 
Vi otors curt its 
week to a half-hour 
week, and its time-and-talent 
bill from $3,661,829.92 to $2,110, 


95.10. The difference is being put 


entire account is now 


(seyer Advertising. 


ends in 
American 
half 
every 


share from a 
hour a 


other 


into newspapers 
‘The Disneys sponsorship admitted” 
AMC to Disneyland Park, Cali 


lornia ‘There the company operated 


A Los Angeles-New York Ram- 
bler run last year on five tankfuls of 
gasoline was followed this year by 
a similar “economy” test from Winni- 
peg, Canada, to Monterrey, Mexico. 


AMC’s bards could 


claim: 


Border to borde: 
And coast to coast 
Only Rambler 
Gives you the most. 


are full 
and Sunday 
newspaper magazines in 255 cities. In 


Fac tory « hedules usually 


pages in newspapers 
cartoon-strip form, these say unkind 
things about oversized, unwieldy gas 


neither of these lines is represented, 
AMC is now franchising separate 
“Rambler” dealers. Some 1,050 Nash- 
Hudson dealers now carry Metropoli- 
tan. In areas where its own dealers 
turn down this car, AMC is placing 
it with “foreign car” dealers. 

Economy is dramatized by such 
devices as a free dealer offering of a 
“Mile-O-Dial” to measure gasoline 
consumption. A booklet for bank dis- 
tribution, “Are You Burning Your 
Money?” quotes the bankers them- 
selves. In recent convention they 
stood staunchly in favor of “the good 
old-fashioned virtue of thrift.” 

Steady mailings to dealers quote 
Congressmen, clergymen, columnists 
and others on It’s Time to Stop This 
Size-and-Power Craze. 

Separate public-relations groups 
for Nash-Kelvinator and Hudson 


a “Core recently 


Living” 
Kelvinator 
Monsanto 
“Circarama’s”’ 


exhibit and 
installed an “Atoms for 
kitchen of tomorrow by 
in an all pla ti 
Chemic al Co. future roomy 
has not been decided. in 
AMC and _ its 
continue in broadcast 
ing NBC-Radio’s “Monitor.” A 
Rambler recently NBC 
I'V’s morning show, ‘The Price Is 
Right y 


ataliia 


hogs: 
many a 


house by 


construction ) 
dealers, however, 
media, includ 
cab trade papers. 
offered on 
August 1954, 


brought one million post 


card queries from the audience. 


1956. 


Inc reasingly the company 1s “mak 


ng news,” and dramatizing its prod 


t ‘differences Nash and 


On today’s crowded highways, 
“dreamboat”’ 
“dinosaur.” Other efforts range from 
X-ray comparisons (compact outside, 
solidly 
of Rambler 
other cars in such media as Life and “2. Simplify production programs. 
The Saturday Evening Post, to taxi 


inside and 


Rambler’s fleet business, started in 
more than doubled in 
each of the next two calendar 
and thus far in 1957 is 25% ahead of 


‘This car is now sold by virtually all “6, 


Hudson 


have been merged, and halved. 
In automobiles, says Roy Chapin, 
the new AMC sought to: 


turns into a 


“1, Consolidate production into one 


sole ors A 
unitized ee.¢ 
set of facilities. 


with 


3. Consolidate 
tems. 


distribution  sys- 


“4. Bring our products up to date. 
years, , % é 

“5. Get more efficiency into manu- 
facturing. 


Put the division on a profit- 
able basis.” 


Where 


dealers. 


, Y Y r Y r ’ y r - ——-- 
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INDUSTRIAL SALES AND INVENTORY TRENDS |, 
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Manufacturing Sales Adjusted 
for Price Change 
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Manufacturers were able to maintain the same sales volume 
in June because increases in 
physical volume. 
Manufacturers of durable goods have been making larger 


in July as they had made 


prices cancelled out small declines in 


114 


liquidations of inventories than producers of non-durables, 
but inventory levels also have remained at the high level 
attained in June because the reduction of physical inven- 
tories is offset by the higher value of current replacements. 
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Can, business publication 
advertising actually sell? 


By reputation, salesmen are reluctant to credit anything but their own selling 


efforts for getting names on the dotted line. 


Actually, it’s quite a different story. The most successful salesmen will tell you 
two important things about selling. 1. That the selling process is largely a matter 
of communicating ideas. 2. And that specialized business publication advertis- 


ing can help importantly to register information with prospects. 


Of course each salesman will express this in his own way... but they all agree 
that selling would be far more difficult without the advertising that appears 
in the industrial, trade, and professional publications that serve the specialized 


markets to which they sell. 


Here, for instance, is what a salesman has to say about this kind of advertising: 


George A. Ecclesine 
Gerberich-Payne Shoe Co 


sells to retailers 


Says Mr. Ecclesine: 


“We couldn’t get along without trade advertising in the boy’s 
shoe business. I'll tell you why. 


“Ours is not a big shoe company but we have to cover the whole 
country. There are just ten salesmen. Most of our business is 
done with the smaller retailers and you can see that we are not 
able to call on any one retailer too often. But our advertising 
can call on these fellows every month. We know that they see 
the ads and read them because they know who we are when we 
walk in the door and they’re ready to start talking about the 
very things that have appeared in our ads. 


“For instance, we had an idea that the boy’s shoe business was 
being neglected by the general clothing store or the general 
shoe store, and was drifting to the men’s shoe stores. To drama 
tize this concept of business being lost we started running a 
series of initials at the foot of our ads. They read BSB-FMB 


“People in the trade started asking about these initials and the 
mystery was built up to a climax at the shoe convention in 
Chicago that year. There we made it known that the initials 
stood for ‘Boy’s Shoe Business is Future Men’s Business.’ The 
idea really caught on. As you can see, the whole build-up was 
made, quite inconspicuously too, in our trade advertising 
That’s just one example of how much we know these trade ads 
are read, and what a job they are doing for us.” 


Ask your own salesmen what your company’s business publication 
advertising does for them. If their answers are generally favorable 
you can be sure that your business publication advertising is really 
helping them sell. If too many answers are negative it could well pay 
you to review your advertising objectives —and to make sure the 
publications that carry your advertising are read by the men who 
must be sold. 


National Business Publications, Inc. 


... each of which serves a specialized market in a specific industry, 
trade or profession. 
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How salesmen use their companies’ 
advertising to get more business 


Here's a useful and effective package of ideas for the sales 
manager, advertising manager or agency man who would 
like to get more horsepower out of his advertising. Send for 
a free copy of the pocket size booklet entitled Hiow Sale 

men Use Advertising in Their Selling which reports the 
successful methods employed by eleven salesmen who tell 
how they get more value out of their companies’ advertising 


You'll find represented many interesting 
ariations in how they do this. Some are very 
ingenious; all are effective. You can be sure 


| that more of your saleamen will use your 
SALESMEN 


usE 
| BUSINESS 
PUBLICATION 
| ADVERTISING 
in THEIR 
| SELLING j 
} 


advertising after they read how others get 
business through these simple method 


The coupon is for your convenience in send 
ing for your free copy. Then, if you decide 
you want to provide your salemen with addi 
tional copies, they are available from NUP 
Headquarters, in Washington, at twenty. five 
a cents each. Or, if you choose you can reprint 
the material yourself and distribute it as widel ‘ you 
please. Lut first, send for your free copy 


NATIONAL BUSINESS PUBLICATIONS, INC. 
Department 3B 
1413 K Street, N. W. 


Washington 5, D. C Sterling 3-7533 


Please send me a free copy of the NBP booklet 
How Salesmen Use Advertising in Their Selling 


Name _ 
Title 
Company _ 


Street Address 


Hudson and 
eration were 


Ame: ‘ 


} 
21 zone offices in four regions, served 


Nash wholesale op- 
combined into an 
an Motors Sales Corp., with 


by tour parts depots 

While annual field sales costs in 
two ears have been cut $4 million, 
Chapin there has 
been ‘a minimum reduction in people 
who are actually in the field selling 
During this period AMC 
ales converted Hudson dealers to the 
ales of Ramblers 

In the last year AMC’s automo 
tive dealer total has declined only 15. 


Sut under a year-old “quality dealer 


emphasizes that 


dealer 


program” have come 545. changes. 


This program insists on certain 
“minimum requirements of facilities, 
in line with 
the potential of the trading area.” 


urviving 


capital, manpower, etc, 


dealers seem to have 
learned how to sell and serve: In 
one year AMC’s proportion of “prof 
itable dealers” rose from 63.4% to 
72.9%. Vheir ratio of net profit to 
total net sales climbed from 1.8 to 
24% after owners’ 
2.9 to $6% 


salaries. While the figures cover only 


salaries, and 
from before owners’ 
reporting dealers, the trend, at least, 


may be indie ative 


Romney hopes that his dealers will 
stay strong and beyond temptation. 

In a current all-out drive for at 
least 1,200 dealers for a brand-new 
line of cars, Edsel Division of Ford 
may “raid” AMC—and every other 
motor maker. Some of Edsel’s own 
people are American Motors’ grad- 
uates. While N. K. VanDerzee had 
left AMC before becoming assistant 
general sales manager of Edsel, sev- 
eral former AMC zone managers 
have followed him there. 

American Motors, says Romney, 
is making better products, at better 
prices tor consumers. 

Based on representative four-door 
sedans, retail prices of 1957 Nash 
cars were reduced $205 or 6.6%, and 
Hudsons were down $280 or 8.5%. 
While Rambler was raised $156 or 
8.1%, the whole low-priced field 
went up $179 or 8.8%. The rest of 
the industry inflated an average $275 
or 9.9%, 

For 1958 AMC will offer its first 
line of cars tooled since the merger. 
George Romney reports, “They will 
have new styling, but they will not 
be faddy.” 

‘The merged company acquired a 
line with six basic body shells and 


IT HAPPENS EVERY DAY 


BUYING 
COMMITTEE 


pisTeRicr 
MANAGERS 


KRECP Ow KEEP CLT 


WAREHOUSE STORE 
MANAGERS 


WEP OUT 


MERCHANDISING 


- MANAGERS 
MANAUERS 


KEEP OUT 


neEeP out 


THESE DOORS MAY BE CLOSED TO YOU BUT THEY ARE 
WICE OPEN TO NEW vorKxs GROCER GRAPHIC. 


cement 


four different engines. The current 
line of three series of cars uses two 
basic body shells and two engines, in- 
cluding AMC’s “own”’ first new V-8. 

But while present lines are being 
simplified, American Motors is plan- 
ning to broaden its range of offerings 
and to develop “new” markets, here 
and abroad. 

Kelvinator now makes all major 
“white goods” lines—refrigerators, 
ranges, home laundry equipment, etc. 
It is not yet in radio and ‘TV sets. 
Romney denies reports that the com- 
pany would get into small appliances. 
But he sees possibilities in the wide 
spectrum of “electronics.” 

At present Kelvinator sells, but 
does not make, dishwashers, garbage 
disposers, and room air-conditioners, 
under its own brand. Growth of 
AMC’s “compressor” business, Rom- 
ney believes, may speed its expansion 
into central air-conditioning, through 
such devices as the “heat pump.” This 
cools in normal refrigeration cycle, 
and then, in reverse, heats. 

Of Kelvinator’s 9,800 dealers in 
the U.S., 39% are exclusive. Abroad, 
Kelvinator ranks second among all 
manufacturers—after Frigidaire. In 
Australia, for example, one in four 
refrigerators sold is a Kelvinator, and 
in such countries as New Zealand 
the share is even greater. 

A new second factory in England 
would double exports to many coun- 
tries. In West Germany a manufac- 
turer has just been licensed. Sales 
of the long-entrenched French afhili- 
ate now are limited only by capacity 
A Canadian affiliate 
makes not only Kelvinators but cus- 
tomer-label appliances for Northern 
Electric, RCA Whirlpool and Simp- 
sons-Sears. Sears, Roebuck’s stores also 
buy from manufacturer licensees in 
Mexico. 

American Motors now has prime 
contacts with all four branches of the 
United States armed services. ‘The 
Special Products Division employs 
300 engineers on projects ranging 
from work on a Martin jet seaplane 
and Curtiss-Wright engines to air- 
borne cargo trailers for the Air Force. 

In fiscal 1956, however, this divi- 
sion did only $17 million volume, or 
4% of AMC’s total. 

At its own expense and as yet 
with no orders—the company is tool 
ing for production its “Mighty 
Mite,” a 1,300-pound military ve- 
hicle capable of being airborne 
Meanwhile, Romney says, Uncle 
Sam is helping Ford to develop a 
“modified Jeep.” 


to produce. 


An investment house is surveying 
businesses which American Motors 
might acquire, with the help of that 
$31 million tax credit. Romney ad- 
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mits that Wolfson is “interested” in 
some of them. (Wolfson has wide 
information sources, too. ) 


These two husky men, Romney 
and Wolfson, seem to jibe. Probably, 
they plan their “flanking attack’’ on 
the Big Three in gridiron or court 
terms. Romney played guard on the 
basketball team of Brigham Young 
University at Provo, Utah, before 
football was part of its curriculum, 
and Wolfson was a rather celebrated 
left end for the University of Georgia. 

Each admits to being “impressed”’ 
by the other. Romney has revealed 
to Wolfson the 1958 products and 
plans, and Wolfson has made sug 
gestions for the years to come. 

Romney points out that in Wolf 
son’s control, sales of 
Merritt-Chapman & Scott, engineer 
ing and construction firm, soared 
from $41 to $374 million, and its af- 
ter-tax earnings from $1 to nearly 
$13 million American Motors 
should do as well! 

In recent months AMC has 
stepped up efforts to turn more of 
its stockholders into customers, spe 
cifically for Rambler. The owners 
and managers both realize that—de 
spite all the continuing efforts to 
streamline, simplify, strengthen and 
save—the future favors only 
who can sell. 

Roy Abernethy calls a current “Go 
After More 
“greatest incentive sales program we 
have ever presented to dealers.” Na 
tional objective is 


seven-year 


those 


Sales Campaign” the 


36,000 new cars 
of the four lines over eight 10-day 
periods. 

Highest percentage of sales to 
quota in each of the 21 zones wins a 
six-day Hawaiian holiday for the 
dealer and his wife. Runners-up in 
each zone get four-day trips for two 
to Miami or Las Vegas. In addition, 
the dealer in each of the four dis 
tricts who sells the largest number 
also wins a major travel prize. All 
told, AMC is awarding 118 “holi- 
days” 

Wives of winning dealers also re- 
ceive ‘‘My Fair Lady” awards of sil- 
ver, jewelry or other items. And 
every dealer—not otherwise a winner 

who makes quota, gets a Seth 
Thomas Baxter clock. 


for 236 persons. 


there are 
including kit 
chen and laundry appliances, movie 
equipment, sporting goods, power 
tools. ‘They receive 450 “points” for 
a Metropolitan; 900 for a Rambler; 
1,500 for a Rambler with a Ford, 
Chevrolet or Plymouth trade-in; 
2,100 each for a Nash and Hudson. 
Minimum qualifying quota is 5,400 
points. 


For dealers’ salesmen 


merchandise awards 


The catalog of Maritz Sales 
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Builders, St. Louis, is crammed with 
things to appeal to salesmen and their 
wives and families. But a diamond 
wrist watch ‘“‘costs”’ 
sales of 25 Hudsons, and an electric 
icebox, 150 Metropolitans. At the 
other extreme, a Chevrolet 
who trades in for a new Rambler 
may be interested to note that this 
dual opportunity for an AMC retail 
salesman doesn’t quite add up to eight 


the equivalent in 


ownel 


hi-ball glasses. 

But the important thing is wide 
and continuing incentives to all con 
cerned, 


AMC tells dealers that 


“through 


out the campaign period, your sales- 
men will receive at their 
series of colorful mailings reminding 
them of the sales techniques that will 
win for them. Wives will also receive 
tips on how to help their husbands 
sell more and win more,” 

Dealers should ‘call the wives and 


homes a 


offer them small personal rewards (a 
big steak, a garden chair, a pair of 
nylons or a new hat, for instance) 
on certain days when you need a sale 
from their husbands.” 

Probably, Mrs 
and \Irs Lou Wolfson are prodding 
The End 


( corge Romney 


their men, too 


Little Wine Cellar Is Big Wine Seller 


A Saratoga, Calif., vineyard has 
come up with a merchandising idea 
which is transforming the one-bottle 
at-a-time transaction into a full-case 
purchase. Paul Masson, Inc., origina- 
tor of the plan, is promoting these 
case sales through what it calls its 
“Home Wine Cellar.” 

The picture above tells a good part 
of the story. The sturdy cardboard 
carton holds the “Home Wine Rack” 
shown at the right. It contains a Paul 
Masson table wine assortment of four 
fifths each of white (Chablis), pink 
(Vin Rose) and red (Burgundy) 
premium wines, The rack is made of 
light plywood. Steady customers for 
the Home Wine Cellar case can ac 
cumulate enough racks for a tidy 
wine cellar. It won’t cost them any- 
thing either. 

A throwaway supplied to dealers 
explains: “It is so economical: you 
pay less for the Paul Masson Wine 
Cellar case of 12 bottles with the 
rack than you would pay for 12 
bottles bought individually.” ‘The 
case retails for $15.83. There are 
laws against price cuts, rebates or 
premiums connected with the sale of 


wines and liquors in California and 
other states. ‘The Home Wine Cellar 
Ordi 


narily, a case purchase rates a 10% 


offer violates none of them 


discount. The dealer does not give the 
customer 10% off on this package, 
but the suggested retail price is a 
fraction less than the total cost of 12 
bottles purchased separately. 

Dealers are provided with point 
of-purchase materials that 
the sale of the 12-unit package for 
everyday use, holiday events. 

Distribution of the new package is 
now confined to California because 
of the diversity of laws and restric 
tions governing the sale and promo 
tion of wines in most states. ‘The 


promote 


company hopes to be able to introduce 
the package in other states eventually 
Response has been exceptional, a 
cording to the winery's director of 
advertising and sales promotion, Earn 
est G. Mittelberger, who says, “The 
plan has gone beyond our expecta 
in pushing case purchases 
Dealers like it because it leads to 
repeat business. Customer-interest in 


” 
tions 


building a home wine cellar results 


in steadier consumption regular sales 
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mestancr avs: ~=6©| SALES GAINS AND LOSSES 


Large, Massachusetts manufacturer needs Senior 

Analyst for career job in established department 

as Assistant Sales Research Manager. Minimum ‘ , j j 

of 5 years marketing research experience required Chrysler Corporation’s “Forward Look” in car design has also brought a 

with at least 2 to 3 years experience with consumer ” ft ‘ i 

goods manufacturer, Must be thoroughly familiar “Forward Look” in sales. First half sales figures gave Chrysler a 44% increase 

with consumer testing procedures and retail store j iti 

audit and testing activities over the same period last year. The dollar jump was from $1.4 billion for the 
ue os ed in interpretation of survey data sent ‘ i 

and writing reports for management. Bome know! 1956 period to $2.0 billion for the past Six months. The Ford Motor Co. registered 

odge of statistics and supervisory experience essen ’ j ilti 

tial, Salary commensurate with skill and experi a 27% sales increase over the first half of last year with $3 billion for the com- 


men, ane Loaume Sescther with salary require parable period in 1957. Last year, Ford’s first six months figure was $2.3 billion. 
General Motors Corp., still the dollar volume leader in the Big Three, had a 
slight sales increase from $5.8 billion in 1956 to $5.9 billion this year, for the 
first 2 quarters. 
The following sales gain and loss figures are shown in millions of dollars. 
Key: f is for fiscal year. 


SALES MANAGER 


For established vegetable oil food Company Period Company Period 1967 1086 
manufacturer located in the Midwest, 
selling through distributors, obbers 
and brokers, covering areas cast of ACF Industries, Inc f Industrial Rayon Corp. 6 mo 30.9 
the Rocky Mountains. Employs ap Aerojet-General Corp 6 mo 
proximately 25-30 area salesmen. Must Air Reduction Co., Inc. 6 mo 
have record of sales promotion and be Allied Products Corp 6 mo Jorgensen (Earle M.) Co, 6 mo 27.1 
skilled in selecting, training and Allis-Chal Mfo. C 6 
managing fleld personnel. State age ane soe wee we 
and details of experience. Aluminum Co, of America 6 mo. Kendall Co 24 wks. 

American Cyanimid Co. 6 mo 

e Fibre Co 6 mo 
Box 3341, Sales Management Amer. Potash & Chem. Co. 6 mo ote dy Corp 


Amer. Steel Foundries 9 mo 

American Window Glass 6 mo 

A.S.R. Products Corp 6 mo. Lanolin Plus, Inc 

Atlantic Refining Co 6 mo Liggett & Myers Tob. Co 

Audio Devices, Inc 6 mo Lorillard (P.) Co. 
Lynch Corp. 


Barium Steel Corp 6 mo : 

Beech Aircraft Corp 9mo § Mallinckrodt Chem. Wks 
Bell & Howell Co 6 mo Mallory (P. R.) & Co 
Bergstrom Paper Co 6 mo Maytag Co 

Black & Decker Mfg. Co. 9 mo. McKesson & Robbins, Inc 
Bridgeport Brass Co 6 mo Menasco Mfg. Co 
Breeze Corps., Inc 6 mo Monsanto Chemical Co 
Brunswick-Balke-Collender 6 mo Moore-Handley 

Butler Bros Hardware Co 


Hiring Salesmen? 


Natl. Distl. & Chem. Corp, 
National Gypsum Co 
National Starch Products 
Nestle-Lemur Co 
National Vulcanized Fibre 


Cadbury Brothers Ltd 222.6 

Caralin Corp 12.2 

Cenco Corp 14.5 

Century Electric Co 148 

. Cessna Aircraft Co 509 

Write for a sample of Champlin Oit & Refining 6 mo. 41.2 Oak Mfg. Co 

Chrysler Corp 6 mo 2,061.0 8 

City Products Corp 3 mo 26.6 

Clark Equipment Co 6 mo 73.9 - Pacific Airmotive Corp 
’ Clinton Machine Co 10.0 . Pacific Clay Products 

Sales Management $ Colgate-Palmolive Co 5 137.0 Penn Dixie Cement Co. 

Congoleum-Nairn, Inc 27.2 Philco Corp 

Container Corp. of Amer 125.8 Prophet Co 

+ d d \j ti Continental Steel Corp 24.4 

stangar app ication Copper Range Co 23.1 

Corning Glass Works 74.1 


Crown Cork & Seal Co 60.7 oe a 
Cutter Laboratories £6 eeves Soundc p. 


, Reichhold Chemicals, Inc. 
blank for Republic Steel Corp 
Reyonlds Metals Co 
Dayst | 19.8 
cet Mite Co 17.9 Revere Cop. & Brass, Inc 


° Rheem Mfg. Co 
Detrex Chem. Industries 9.7 
sales candidates. Diamond Alkali Co 65.2 


Dominion Dairies, Ltd 27.2 Schering Corp 
Scott Paper Co. 
; ; Standard Brands, Inc. 
Quantity discounts. Endicott Johnson Corp 6 mo A Standard Register Co 
Stauffer Chemical Co 


Ray-0-Vac Co 


Federal Paper Board 24 wks 

Federal Sign & Signal 6 mo Thatcher Glass Mfg 
Firth Sterling, Inc 6 mo Thomas Industries, Inc 
Flintkote Co 6 mo c Thompson Products, Inc 
Foote Mineral Corp 6 mo 2 Treesweet Products Co 


Sales Management, Inc. Ford Motor Co 6 mo 
Union Carbide Corp, 


386 Fourth Avenue United-Carr Fastener 


Gabriel Co mo 

General Bronze Corp mo 

New York 16, New York General Foods Corp mo Vanity Fair Mills, Inc. 
General Motors Corp mo : Van Norman Industries 
Gillette Co 6 mo Vertel Aircraft Corp 
Goodrich (B. F.) Co 6 mo 


Wrigley (William Jr.) Co 
Hamilton Mfg. Co 24 wks Wyandotte Chemicals 
Heinz (H, J.) Co f 
Hercules Gallon Products 9 mo 
Houdaille Industries 6 mo : Youngstown Sht. & Tb. Co. 6 mo 371.3 361.6 


SALES MANAGEMENT 


Allied Van Lines, inc. 
Agency: McCann. Erickson 


Associated Business Publications ......112-113 
Agency: Media Promotion Organization, Inc 


Booth Michigan Newspapers .. 
Agency: The Fred M. Randal! Company 


Buffalo Courier Exoress ............. 
Agency: Baldwin, Bowers, & Strechen Inc 


CBS-Radio 


Celanese Corporation of America 
Agency: Ellington and Company 


Chicago Show Printing Company .... 
Agency: George H. Hartman Company 


Chicago Tribune 


-» +». 4th Cover 
Agency: Foote Cone & Belding, Inc 


Citizen's & Southern Bank grees ee 
Agency: Burke, Dowling, Adams, Inc 


Construction Equipment ; 
Agency: The Schuyler Hopper Company 


Dallas Mornina News 
Agency: Randal! Perry Advertisi ng 


Detroit News . a 
Agency: W. B Doner & Company 


Dirilyte Company of America, Inc 
Agency: Poorman, Butler & Associates 


Display Sales healt ee 
Aaency: Baer, Kemble & Spicer. Inc 


Donahue Directories, Inc. 
Aaqency: Fred H. Ebersold 


Detroit Free Press , 
Aaency: Kar! G. Behr. Inc 


Erie Times-News 
Agency: Peter Zanphir 


Farmer-Stockman 
Agency: Lowe, Runkle Company 


Robert Gair, Division of Contnsatet Can 
Company . ° 64A 
Aaency Batten Barton Durstine 4b 

Osborn, Inc 


Gordner Displays 
Agency: Vic Maitland & Associates. 


Good Housekeeping ... 
Agency: Grey Advertisi ing Agency 


Green Bay Press-Gazette 
Agency: M & M Advertising, Inc 


Greensboro News-Record 
Agency: Henry J. Kaufman & As ssociates 


Grit Publishing Company 


Agency: Gray & Rogers Advertising 


Grocer Graphic 


Jam Handy Organization 2nd Cover 


Agency: Campbell-Ewald Company 


The Schuyler Hopper Company 83 


Indianapolis Star & News 
Agency: Caldwell, Larkin & Sidener 
Van Riper, In 


The Kansas City Stor 


Keeney Publishing Company 
Agency: McLain & Associates Advertising 


Kleen-Stik Products, Inc 
Agency: Burlingame-Gross 


KVOO.-TV , 
Agency Benton Ferguso 


man Advertising 
& Associates 


AUGUST 16 1957 


ADVERTISERS’ INDEX 


This index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions, 


les Monaganent 


ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown, Jr. 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISIO ES 


S N 
MANAG 


SAL 
ERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Charles J. Stillman, 
Jr., John C. Jones, Elliot Hague, 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave., New York 16, N. Y. 
LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West- 
ern Advertising Director; W. J. Car- 
michael, Western Sales Manager; 
Thomas S. Turner, John W. Pearce, 
333 N. Michigan Ave., Chicago |, 
lll., STate 2-1266; Office Mgr., Vera 
Lindberg. 


Pacific Coast—Warwick S. Carpen 
ter, 15 East de la Guerra, Santa Bar 
bara, Calif., WOodland 2-3612 


Ladies’ Home Journal . 
Agency: Doherty, Clifford, Steers & 
Shenfield, Inc 


McClatchy Rowepagers ‘ 
Ag2ncy: J. Walter Thompson Company 


McGraw-Hill Publishing Company, Inc 
Agency: Fuller & Smith & Ross, Inc 


Miemi Herald News .. 
Agency: Bishopric, Green & Fie 


Mill & Factor che one seeevnerernet 
Agency: The Schuyler Hopper Company 


Moline Dispatch, Rock Island Argus .. 
Agency: Clem T. Hanson Company 


Agency Grey Advertising Agency Inc 


National Business Publications 
Agency: The Schuyler Hopper Company 


Newsweek .. TTTT 
Agency Bryan Houston Inc 


New York Herald Tribune 
Agency: Donahue & Coe, Inc 


New York News . 
Agency: L. E McGivena “A Company 


New York Times os 
Agency: Sussman a Sugar 


The New Yorker . 
Agency: Anderson and Cairns, Inc 


Oklahoman & Times 
Agency: Lowe Runkle Company 


Perrygrat Corporation . , 
Agency: Reincke Meyer & Finn, In 


Petersen Publications ; 
Agency: Compton Advertising, Inc 


The Philadelphia Bulletin 
Agency: N. W. Ayer & Son, Inc 


Philadelphia Inquirier , 
Agency: Al Paul Lefton Company Ine 


John Plain & Company 3rd Cover 


Product Engineering . 59 


Agency: Klau-Van Pietersom Dun! ip 
Associates, Inc 


Raliway Express Agency 
Agency: Benton & Bowles, Inc 


Sales Management 
Sheraton Corporation of America 
Aaency: Batten, Barton, Durstine & 
Osborn, Inc 
The Sioux City Journal-Tribune 


Sweet's Catalog Service 
Agency: Fred Wittner Advertising 


The Syracuse Newspapers 
Agency: The William T, Lane Comp pany 


TelePrompter Corporation 
Agency: Cromwell Advertising Agency 


Thomas Publishing Company 
Agency: N. W. Hudson Advertising 


Tide 


Troy Record Newspapers . 


United Air Lines (incentive) 
Agency: N. W. Ayer & Son, Inc 


U. S. News & World Report 
Agency: MacManus, John & Adam 


WBT (Charlotte) 
Agency: Kincaide & C shandler 


WDIA covcese 
Agency: Brick Muller & Associates 


WHO (Des Moines) 


Agency: Doe Anderson Advertising Aqency 


WSFA-TV (Montgomery) 
Agency: Grant Advertising, Inc 


WSTV-TV (Steubenville) , 
Agency: The Wexton Company, Ir 


bap en J weuagaper Representatives 
Agency eorges & Keyes, Inc 


Westinghouse Broadcasting Company 102-103 


Agency: Ketchum, McLeod & Grove, |r 
Woman's Day 47 


Worcester Telegram-Garette 77 
Agency: C. Jerry Spaulding, Inc 


THE SCRATCH PAD 


By T. Harry Thompson 


\ntidote for the Big Head: The 
tfatement of an accredited star gazer 
earth, compared to the 


known universe, is like a 


that our 

lump of 

igar dropped into Lake Michigan. 
. 


Headline for Sanka: 
Pal 


“Sleepy-Time 


+ 
Headline tor Royledge: 


Your Shelves 


“Help 


ZIPPER SALESMAN: ‘Talon 


\nd then there was the nurse who 


VoKC up the 


patient to give him a 


leeping p II! 


\ very tancy laboratory, of course, 
in claboratory 

. 
iVing “good-bye to 
\Iuch adieu about nothing 


Caskey Stinnett reports a reducing 
tlon in Los Angeles called “Thinner 


Suggested telephone-line: ‘Next 
best thing to a handshake or a hug.” 


\ly generation called it a frying 
pan. How did it get to be a fry pan? 


Brand 


“(yet on the 


Slogan for the Names 


Foundation brand 
wagon.’ 
> 
\ Minnie Pearl-of-wisdom: “Girls, 
Mother Nature 
Father ‘Time takes 


make use of what 


pave you before 
t away 


Required reading for those of us 
learn from a maestro: 
The 5 Great Rules of Selling, by 
Percy H. Whiting, managing dire 
tor, Dale Carnegie Sales-Courses. 
(McGraw-Hill Book Company, Inc., 
338 pps., $4.95.) A standard text- 


book on the subtleties of salesmanship 


who would 


in a completely revised and enlarged 
edition. So readable, from where | 
sit, | advise against opening the book 


120 


on a train, lest you ride past your 
No charts or dull Statistics, 
but lavishly documented with “‘for in- 
Nicely spiced with humor 


station. 


stances,” 
too. 
+ 
P. S. Ellison, of Chicago’s Indus 
trial Publications, heliographs that 
“Fits and Starts are for Jerks.” 
° 
Julian Ross, executive secretary of 
Asso- 
ciation, says he used to use the word 
hellwether, too, until he 
in Webster’s. 


the Sales Promotion Executives 


looked up 
Wwe the T 


Al McCrea, national trade-mark 
manager of Reuben Donnelley, sends 
a stopper by Urethane Foams, a prod- 
uct of Allied Chemical & Dye: “All 
the comforts of foam!” 

” 
Ollie 


contrasts” 


Niehouse sends “‘a study in 


between Canadian postal 


service and our own. His firm sent a 
jig-saw puzzle which had to be put 
together before anyone could guess 
the mailer. Finding one undéliverable, 
the Canadian P. O. worked the puz- 
zle, found whom to return it to. To- 
tal cost: Four cents postage-due. Like 
the Northwest Mounties, Canada’s 
post-office goes to similar lengths to 
get its nixies back. 

* 

There are people who will roll out 
the carpet for you one day and pull 
it out from under you the next, ac- 
cording to Grit. 

* 


Novel birthday-greeting from 
Wayne Welch, Inc., Denver agency: 
A Flex-O-View stereoscope showing 
firemen with axes and water putting 
out a candle-fire on a birthday-cake. 
Copy on cardboard gadget reads: 
“We get fired-up about advertising, 
public relations, and your birthday. 
Warmest wishes from all of us at 
Wayne Welch, Inc.” Thanks, Welch- 
men! 

a 


An aged woman had her husband 
down the hall a bit from Les Colby’s 
hospital-room. She wandered in one 
day when Les was being given glu- 
cose intravenously. “They gave my 
husband Glo-Coat the same way,” 
she said. 


The 


Negative Approach 


An old song advised us to accentuate the positive, eliminate the 


negative 


I haven't the sheet-music in front of me, but I suspect the 


lyrics are by some toiler in the advertising vineyard. 


Maybe you have sat in an agency-conference at one time or another 


and heard some big wheel pontificate: “We can’t use that. 


tive!" 


It’s nega- 


The way he said it, with an air of finality, made you feel that The 


Negative Approach is a taboo as valid as that against picking your teeth 


at the Stork. 


Fortunately for sales, some advertisers have had the viscera to 


build their themes around The Negative Approach. 


Especially when 


the themes seemed like sound motivation 


I think you'd call “‘halitosis’” and ‘B. O.” negative, but look what 


they did for Listerine and Lifebuoy. There has been quite a spate of 


such themes, including ‘Dishpan Hands’ and the widely heralded 


Tired Blood.” 


You might have one of these in mind next time Mr. Pantologist boos 


on The Negative Approach. 


His strictions are no more valid than the childish notion that right 


hand pages pull better than left-hand pages in a magazine, or that 


a good headline is never more than four words long. 


Let's emulate our forefathers now and then and have the courage 


to pioneer, even with The Negative Approach. 


SALES MANAGEMENT 


INCENTIVE PROGRAMS 


to increase sales, boost morale 
and promote good will... 
planned, printed, merchandised 


Many of the nation’s largest users of premiums and incentive prizes 
(as well as thousands of lesser known companies) look to John Plain 


for their promotional programs. Usually, John Plain creates the 
y 
plan, produces the literature and supplies the merchandise prizes. 


May we serve you? We always welcome the opportunity to discuss 
incentive problems and suggest plans for their solution. Ask for 
the manual shown below. We will be happy to have you call in 


person, write, phone or use the coupon. 


JOHN PLAIN & COMPANY 


IN STOCK: 14,000 gifts, homewares, items of apparel and deliciou 
foods from around the world 


SHIPPING CAPACITY: 20,000 orders a day, 60 carloads a week with 
2'2 hour service every day in the year 


Please address Premium and Incentive Division 
JOHN PLAIN & COMPANY, 444 W. WASHINGTON ST., CHICAGO 6 


Premium and Incentive Division 
JOHN PLAIN & COMPANY 
444 W. Washington St., Chicago 6 


| may be interested in an incentive program using prizes, 


premiums, trading stamps or tape plans. Send me your literature 


Firm 
Address 
City 


Attention of 


What’s the best recipe for 


cake-mixers to 


Let "em eat cake,’ said young Mr. Blake 
“Spiced up with fancy flavor.”’ 
But like Marie Antoinette, he was all wet 
‘Cause that ain’t what people favor. 


Now Mr. Blake was the new sales manager for a 
grand old name in the cake-mix field. And he super- 
vised sales of angel food y 


A 


mix and devil’s food mix ( WN YV\) 
and yellow cake mix for \ y 


mere mortals in between. 
But his Chicago sales were lagging 


We need,’’ announced Mr. Blake, ‘‘more cake-mix 
flavors not offered by competitors. The more new 
flavors we mix, the more display space we'll rate 


on grocers’ shelves and the more cake mix we'll sell.”’ 


Which sounded like a good idea. Only in the impor- 


tant large volume stores it didn’t work. 
e So that’s when Joe entered the 


‘ ) 
y+] 

AY } | , 2 ' 

f _S>)/ picture — with some Chicago 

L y /" Tribune statistics on the cake 

- _ ai mix market. Including these 


Grocers did stock Mr. Blake’s new cake-mix flavors 
but at the expense of the tried and true old basic 


favorites which are the big bread and butter items 
of the cake-mix business. From July, 1956 to 
February, 1957, 26 different cake-mix flavors were 
sold in Chicago stores. But four of these flavors 


follow in Chicago? 


(yellow cake, devil’s food, white and angel food 


accounted for 58°; of sales. 


Obviously the battle of the cake mixes is getting 
much more competitive. Though around 8 out of 
10 families buy cake mix in a year’s time, the per 
cent of Chicago families purchasing over a two 
month period has settled down to between 40° and 
50°. It used to be that March was by far the big 
gest cake-mix month—and July by far the lowest 


Now cake mix has become wv) 
Ro 2 
more of a year-round product > af 
without such big sales peaks / f Jt 
and valleys d Ly 4 


“Tn other words,”’ continued Joe ‘merely introduc 

ing new cake flavors can’t pull up your whole sales 
operation. The best recipe for cake-mixers to follow 
in Chicago is a heavy year-round advertising pro 
gram to sell Chicago consumers.’ 


So Mr. Blake for his cakes’ sake 
Ran Tribune advertising 

Dessert addicts licked up his mix 
Now cakes and sales are rising 


Maybe you sell cement mixers or mizzenmasts in 
stead of cake mix. But if you want to sell more of 
them in Chicago, look up Joe. Nobody knows 
Chicago like the Tribune. Nothing sells Chicago 
like the Tribune. And Joe’s the joe to give the 
facts to you 


Chicago Tribune 
THE WORLD’S GREATEST NEWSPAPER a &2} 


